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Harris Kamlish, Advertisement Director, ODHAMS PRESS LTD., 96-98, Long Acre, London, W.C.2. 
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FLYING SAUCERS 
IN AN AD FILM 


“Out of the Blue,” 60-second 
advertising film produced for 
Dulcet Confectionery Litd., 
Acton, W., was chosen as one of 
the films to represent British 
producers in the International 
Advertising Film Festival at 
Venice, and almost simultane- 
ously was selected for showing 
on @ non-commercial basis by the 
National Film Theatre. 

Much has been crowded into 
the minute’s run, for the film, 
“hero” of which is the Dulcet 
Sky Mint, boasts a plot and a 
special musical accompaniment 
by Steve Race, which includes a 
theme tune, hot jazz and a trum- 
pet fanfare. Space men and 
ying saucers figure in the “cast.” 


THIS WEEK 
How to advertise the new car, 
by Copytaster, page 82. 
NEXT WEEK 
Review of Outdoor Advertising. 


Fleet Street Players 


The Fleet Street Players’ next 
lay, “The Farmer's Wife,” by 
Phillpotts, will take place 
at the ortune Theatre on 
November 22 and 23, and re- 
hearsals are now taking place at 
St. Bride’s Institute, on Mondays 
and Thursdays. Proceeds are in 
aid of NABS. Space is still avail- 
able in the programme for 
advertisers, 


FOUR-COLOUR AD 


The first four colour advertise- 
ment to appear in an Irish daily 
newspaper was a full page in the 
Irish Press for Lyons tea, Placed 
by McConnell’s Advertising Ser- 
vie, it was in red, blue, yellow 
and cerise. 


ii 


To The Editor .. 


Additive colour 
films 


Sir,—It is pleasing to note that 
my article on colour cinemato- 
graphy (September 23) has 
evoked a letter from Mr. Loeser. 
Within the compass of such an 
article it was not possible to trace 
the historical development of 
each system. However, initially 
the Technicolor system was 
wholly additive. Subsequently 
an imbibition process was 
adopted whilst retaining the addi- 
tive optical analysis. Within a 
recent period a stripping nega- 
tive has been adopted. 

I am afraid I cannot agree with 
Mr. Loeser that the first additive 
colour film was shown in 1926, 
and would remind him that in 
1917 the first Technicolor addi- 
tive film, “The Gulf Between,” 
was publicly exhibited in 
America. 

Technical Adviser, L. Knopp. 
Cinematograph Exhibitors’ 
Association, 


Cinema attendances 


Sin,—In your issue of Sep- 
tember 30 you referred, under 
the heading “Down—Or Up?”, 
to what you described as a 
“Topic for much debate in the 
screen advertising industry.” 

You referred to: 

(a) This Association’s 
announcement some time ago 
that as from next year we would 
regard the average cinema atten- 
dance figure as 334 per cent of 
capacity—a drop from the figure 
of 35 per cent currently operated, 
and 

(b) J. Arthur Rank’s recent 
report of an increase of 3 
cent in attendance during the last 


financial year for cinemas within 
his Organisation. 

It might be inferred from your 
statement that these two figures 
are in some way contradictory 
and I should like to make the 
facts clear. 

The figure of 334 per cent 
adopted by this Association repre- 
sents the percentage of atten- 
dances to capacity of all cinemas 
in the calendar year 1953, calcu- 
lated on the official Board of 
Trade returns, published on 
May 1, 1954. This figure of 334 
per cent will be brought into 
operation as from January, 1955, 
by those Screen Advertising Con- 
tractors who base their charges 
to advertisers on the percentage 
of attendances to capacity. 

The increase of 3 per cent re- 

rted by Mr. Rank is an increase 
in the actual attendances at the 
cinemas within the J. Arthur 
Rank Organisation during the 
Organisation’s financial year 
ended June 26, 1954. 

You will see that the two 
figures refer to different factors 
in different cinemas over different 
periods. 

LaurRENcE G. PARKER. 
Secretary, 
Screen Advertising Association. 


Investment and 


reward 


Sir,—Of course advertisers 
spend. And they do so, perhaps, 
believing that they will reap 
ultimate reward. 

When you invest money you 
still have it, plus the reward in 
interest—-if wisely invested. But 
ask your agent if you may 
“invest” on a similar principle 
and see what he says. 

17 Bryants Hill, W. H. Lona. 
Bristol, 5 


Twenty-five years ago 


Octoper, 1929 roe 
There was great eaity in the 
field of co-operative advertising. 
Chemists got together to run a 
Pharmacy Week and the Irish Linen 
Guild launched om first compare. 
* 


The first “talkie” mobile film unit 
showing advertising films began a 
tour of the country. It was operated 
by Talking Publicity Films Ltd. 

+ + . 

A new edition of Apvertiser’s 
Annuat included a _ section on 
British national advertisers for the 
first ~~, ‘ 


Preliminary discussions rile l—- 
for the formation of an Audit 
Bureau of Circulations. 


_ A_new publicity club was formed 
in Glasgow called the Regent Club. 
The first president was W H. 
Hamilton. 
* + * 
Compton Mackenzie spoke on 
radio advertising at the Aldwych 
Club. He looked forward to the 
day when this country would have 
four alternative radio stations, one 
of which should be devoted wholly 
to commercial broadcasting. 
+ . * 


A standard page size for all 
specialised journals was suggested 
by the engineering section of the 
Incorporated Society «of British 
Advertisers. 


~—, 
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Ad representatives at 


holiday camp 


Middleton Tower Holiday 
Camp gave a party for advertising 
representatives recently. This 
end-of-the-season event coincided 
with the finals of the camp beauty 
competition, which was organised 
in conjunction with D. & W. 
Gibbs Ltd. Judges were George 
and Beryl Formby and J. E. 
Gilderdale, advertising director 
of Gibbs Ltd. 

Among the northern advertise- 
ment representatives present were 
Raymond Thompson, director of 
the News Chronicle, and Mrs. 
Thompson, W. McMillan, director 
of the Manchester Guardian and 
Manchester Evening News, and Mrs. 
McMillan,  T. " reanee, 
Kemsley Newspapers Le 
Ashton, Daily Dispatch, Koo 
Hulton Press, H. Sorrel, News 
Chronicle, J. Friend, Daily Mail, 
F. Hayes, Manchester eral 
News, C. Heppenstall, Daily Heral 
R. Hubbard, George Newnes. 
James, Daily Sketch, ‘igtland 
Longden, Westminster Press. 


Publicity dishes 

For the second time this pew, 
Chance Brothers Ltd. are holding 
an exhibition of their Fiesta sets 
of table glass and publicity dishes 
at their London 2 New addi- 
tions to their products are bridge 
sets in colour and white opal glass 
and many new publicity dishes. 
The publicity dishes, made to 
specifications of individual clients, 
bear the names and pictures of 
products. 


AA’s annual dinner 


and dance 


The Advertising Association's 
annual dinner and dance will be 
held at the Dorchester Hotel on 
Wednesday, November 24. The 
uest of honour will be Leonard 

. Brockington, QC, president of 
the Odeon Theatres (Canada) Ltd. 


We are now using this method to produce 
FINE QUALITY SILK SCREEN PRINTING 


G.A. Shankland Ltd. 


GRAFTON WORKS, LONDON,N.W.S. GUL 5595-6-7 
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If your future is concerned with sales 


to the women’s mass market your future 


is inevitably concerned with 


Womans own 
2,246,752 


AUDITED NET SALE (JAN-JUNE 1954) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, 
SOUTHAMPTON STREET, STRAND, LONDON, W.C.2. TEMPLE BAR 4363 (40 lines), 
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ITA MEET 
AD MEN 
TO-MORROW 


Tue Independent Television 

Authority is meeting 
this (Thursday) afternoon. 
To-morrow representations on 
a number of problems vital to 
the new medium will be heard 
from the IPA-ISBA joint 
committee. 

Latest indications are that 
special arrangements may be 
made for a big news agency with 
international coverage to provide 
all the news for commercial 
Stations. 

Advertising may be excluded 
from children’s programmes. 

Discussions are being held on 
the question of the publication 
of programmes. One suggestion 
is that the ITA should publish an 
equivalent of the Radio Times. 

An announcement about pro- 
gramme contractors may 
delayed two or three weeks, 


D. C. Thomson 
dies at 93 


D. C. Thomson, chairman and 
managing director of D. C. 
Thomson and Co., Ltd., and of 
John Leng and Co., Ltd., died 
on Tuesday, aged 93. 

During his 70 years as a news- 
a and periodicals publisher, 

Thomson resisted trade 
unionism but had the reputation 
of being a good ere He 
paid his workers well and gave 
them good conditions. 

The firm of W. & D. C. 
Thomson was founded in 1886. 
At the age of 23 D. C. Thomson 
was in charge. 

The Sunday Post was started in 
Glasgow in 1915. 

After many years of fierce com- 
petition the firm amalgamated in 
1926 with the Leng Company, 
which owned the, Dundee Adver- 
tiser, and the business grew until 
it became responsible for nearly 
20 publications. 


at x 
= : =, 


The president, Lt.-Col. Alan Wilkinson, opens the first 


cea 


conference of the Institute of Practitioners in Adver- 


tising, held in pony With him at the nro, are Pag to right) Drummond Armstrong, arenes. 


Hugh Appleton, Hubert Oughton, 


Newsprint rule hits the 


dailies after stoppage 


H°res of bumper issues of the national newspapers to 
absorb the newsprint saved and the advertisements 
scheduled for Monday—when a printing stoppage prevented 
their publication—are likely to be torpedoed 


F. P. Bishop, MP, general 
manager, Newsprint Supply Co., 
points out that rationing is con- 
ducted on a paging basis, and 
the dailies did, in fact, produce 
some early editions of the per- 
mitted number of pages. 

But the London evening papers, 
which did not print at a om 
Monday, will be entitled to main- 
tain their permitted paging total 
by increasing subsequent issues. 

Advertisers in the early edi- 
tions of the nationals are likely 
to be charged proportionately. 

It was the first shut down of 
national newspapers since the 
general strike in 1926. 


The dispute which caused the 
stoppage is over which of two 
unions should supervise printing 
machines producing the Daily 
Sketch—the Printing Machine 
Managers’ Trade Society or the 
National Society of Operative 
Printers and Assistants. 


It dates back to early 1953, 
when Associated Newspapers 
took over the Daily Sketch and 
decided to print it at the News 
of the World offices, where 
members of Natsopa supervise 
the machines. 

Before the transfer this work 


@ Continued on page 142 


uxton, D. A. Bain and Sinclair Wood 


200 TOP AGENCY 
MEN CONFER 


Over 200 top agency men 
from all parts of the British 
Isles met in Birmingham last 
Friday, Saturday and Sunday 
for the first national conference 
of the Institute of Practitioners 
in Advertising. 

The president, Lt.-Col, Alan 
M. Wilkinson told them: “We 
have a greater responsibility to 
industry, and to the public than 
ever before. . . 

“We have come to explore, to 
learn, to discuss, to debate; 
and though we shall avoid any- 
thing like formal resolutions we 
shall, I hope, hammer out 
together on the anvil here the 
answers to most of our urgent 
questions,” 

Many constructive sugges- 
tions arose in the discussions. 

The Conference is reported in 
pages 68, 69, 70, 71, 142. (See 
Comment, page 78.) 


Achille Serre 


THESE NATIONAL ADVERTISERS USE 


* 3 STANHOPE ROW, MAYFAIR, W.1. 
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ADVERTISER'S WEEKLY 


@IPA CONFERENCE—Critics biamed for recruiting difficulties 


Ocroser 14, 1954 


Brian MacCabe advocates aptitude tests, 
apprenticeships 


TALK OF ‘GENTLE STRANGULATION’ 


N ano 


attack on the critics on the hearth of adver- 


tising, Brian MacCabe advocated “gentle strangulation” 
of “those irresponsible copywriter/novelists who foul their 
own nests by portraying us all as immoral, neurotic inebriates, 
and the advertising business as a game with no other rules 


than the law of the jungle.” 


He said every such book made the job 


of recruitment to 


advertising tougher—“unless we are trying to recruit juvenile 


delinquents.” 

After examining various 
schemes for recruitment and 
training, Mr. MacCabe proposed: 

1, Aptitude tests organised 
on a collective basis through the 
Institute, 

2: An apprenticeship scheme 
for all recruits to advertising. 

He said the only planned re- 
cruitment that seemed to exist 
now was for account executives 
and artists. A number of agen- 
cies were in touch with univer- 
sity appointment boards and 
public schools, and the Creative 
Circle have done some excellent 
work in co-operation with arf 
schools. But account executives 
and artists were a small minority 
of any agency's staff. 


Wider recruitment 

What about the recruitment of 
staff for production, copy, media, 
research, TV, and all the other 
departments that make up a 
modern agency ? 

“It quickly becomes clear,” said 
Mr. MacCabe, “that we must 
throw the net much wider than 
we have done in the past, Our 
plan should ideally embrace the 
recruitment of all types of staff, 
and our sources of recruitment 
should include any collection of 
oung people in which we may 
nd the sort of talent we so badly 


“We must cultivate the ground 
widely, and hope that an interest 
will grow and flourish among the 
best potentials. This is largely a 
public relations matter. There is 


Brian MacCabe—"Gentle 
strangulation” 


a widespread ignorance—or even 
worse, a widespread misconcep- 
tion—about advertising amongst 
the educational authorities. 

is a crying need to tell 
all the teachers, of both girls and 
boys, what our business is really 
like, And it would seem that the 
first step is to take whatever 
action we can to counteract any- 
thing, that creates a misconcep- 


This could perhaps be done by 
the publication of a book on the 
real function of advertising and 
an advertising agency, and the 
distribution of it to all the heads 
of schools and universities and to 
their libraries. 

Mr. MacCabe said rsonal 
talks to last-year students at 
schools and universities were of 
undoubted value; but at the 
moment it was being done on a 
haphazard basis, Perhaps the 
Institute could prepare a plan 
that would allocate a number of 
schools (of all kinds) to each 
agency, which would then make 
itself responsible for giving them 
regular talks. Speakers to univer- 
sities, and to such bodies as the 
Headmasters’ Conference, could 
be chosen by the Institute from 
a specially selected pool. 


Use the press 


Every opportunity should be 
taken by the Institute and by 
individual members to get articles 
published on advertising as a 
career. 

When large numbers of poten- 
tial regruits had been attracted, 
the problem would be how to deal 
with them. 

Mr. MacCabe said: “If you 
accept the principle of an 
aptitude test the whole thing 
begins to look a let easier. 

“The National Institute of 
Industrial Psychology say they 
could prepare such a test that 
would give a reasonably clear 
indication of whether a candidate 
had any aptitude for the adver- 
tising business, and if so, for 
what section of it. If organised 
on a collective basis through the 
Institute, the price would be only 
a few pounds per candidate, and 
I think a serious applicant should 
be prepared to pay such a sum. 

“This, of course, is no new 
idea, Individual agencies in 
America and Canada and at least 


Attendance at every session was almost 100 per cent. Among this gro 
concentrating on the speaker are Philip Stobo, R. A. Bevan, L. A. O'Farrell 
and Dudley Turner. 


one in England have been doing 
it for some years, and both the 
Canadian and American Associa- 
tion of Advertising Agencies have 
been carrying out such tests for 
their members since 1948. 


Favourable evidence 

“Any such system of psycho- 
logical measurement will un- 
doubtedly have its critics, but the 
fact remains that there is pleaty 
of evidence to prove that the 
thing does work. 

“In America they give appli- 
cants tests on learning aptitude, 
creative imagination, discrimina- 
tive judgment, verbal facility, 
number facility, social percep- 
tion, visual imagery and so on. 
This may sound like a lot of 
gibberish, but—when the em- 
ployers of over 400 successful 
candidates were questioned, over 
90 per cent of the reports had 
been found accurate.” 

How could they set about 
training new recruits ? 

A number of people were flat 
out for a College of Advertising. 
But the danger in this was that it 
might train everyone as an 
account executive. A general 
knowledge of advertising was, of 
course, valuable to everyone in 
an agency, but after a minimum 
of basic knowledge, a specialist 
would occupy his time better in 
specialising—“and a school to 
train a variety of specialists 
would be preity difficult to 
organise.” 

“In recent years,” says Mn 
MacCabe, “we've put far too 
much accent on hiring, training 
and examining account execu- 
tives. This has tended to give 
the impression that they are the 
only people in an agency who 
need a measurable qualification, 
that they are the be-all and end- 
all of advertising, and that theirs 
is the only route to an agency 
directorship, although that just 
isn’t true, and to disprove the last 
point alone, you have only to 
look at the Boards of agencies to 
see how many specialists they 
contain.” 

If, however, a full time college 
could give a_ specialist type 
education, too, or if it gave only 
a general groundwork in the 
evenings, it might well be the 
answer. 

The only other place to train 


recruits was in the agencies. That 
was happening now, but there 
were quite a few things wrong: 

1. Am agency takes on a 
trainee, pays him a salary, spends 
a lot of time and effort in train- 
ing him for, say, 12 or 18 months, 
and then just when he is becom- 
ing useful and economic, he 
leaves and joins another agency 
at twice the salary. 

2. A trainee starts off on his 
training round the agency, is 
found useful in the first, second 
or third department of his tour, 
and sticks there. Maybe that 
works out fine, but his training 
programme just doesn’t happen. 

A trainee may get half way 
through his course and then be 
whipped smartly into his National 
Service. He may not come back 
—simply because he did not have 
sufficient training. 

4. Some agencies have spent a 
lot of thought and effort in de- 
veloping good training schemes, 
but others haven't had the time 
or knowledge or money or space 
or inclination to do so; and 
therefore a training scheme in 
one agency bears little relation- 
ship to a training scheme in 
another. 

Mr. MacCabe thought an ap- 
prenticeship scheme might be the 
way of overcoming these difficul- 
ties. 

Ministerial approval 

A number of agencies, par- 
ticularly in the provinces, were 
already operating individual 
schemes, but it was believed that 
it would be approved by the 
Ministry of Labour on a regu- 
larised basis applying to all 
member agencies if application 
were made through the Institute. 

A trainee coming in as an ap- 
prentice would have his military 
service deferred. A proper train- 
ing scheme would have to be laid 
down, approved by the Ministry, 
conformed to by participating 
agencies, and periodic reports on 
progress supplied. 

If a trainee left before his ap- 
prenticeship was completed, he 
would be smacked straight into 
the Forces. 

Member agencies could guar- 
antee not to engage another 
agency’s apprentice for an 
agreed period after completion of 
his training. 
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ADVERTISER'S WEEKLY 


@ IPA CONFERENCE—ITA chief comments on prospects of new medium 


‘SUDGMENT DAY’ FOR ADVERTISING 


Terrifying power and a 
great opportunity 


IR Robert Fraser, director-general of the Independent 
Television Authority, emerged as a great champion 
of advertising when he proposed the toast of the Institute at 


the dinner on Friday. 


He praised organised advertising for its “statesmanship” in 
the formative days of commercial TV and declared: 

“I can think of no subject about which there is more 
nonsense talked than advertising. The idea that advertising 
is inherently degrading has always seemed to me ludicrous. 
As a point of view for a great nation that lives or dies by 
selling goods or failing to sell them, it crosses the imbecile 


and verges on the suicidal.” 


_ The advent of commercial TV would constitute the biggest 
single change in advertising since the Institute was formed. 


Sir Robert outlined plans for 
a range of national and inde- 
pendent local stations throughout 
the country with network pro- 
grammes, and referred to the 
possibility of commercial TV not 
relying entirely on advertisement 
revenue. 

He said: “As technical factors 
and the national resources allow, 
the number of stations will un- 
fold and the number of indepen- 
dent companies grow with them, 
until we have an actual working 
pattern in its main shape very 
similar indeed to that of the 
press — national stations, a 
number of them, independently 
controlled and reaching with 
network programmes the whole 
country and corresponding 
roughly with national news- 
papers and periodicals (but not 
all, | would hope, with their main 
base in London), local stations 
under independent local control 
with local circulation corres- 
ponding with our vital provin- 
cial newspapers and weekly and 
local magazines, and specialist 
stations controlled perhaps by 
educational foundations or uni- 
versities or trusts of some kind or 
another or just by enthusiasts, 
corresponding to the best of our 
specialised periodicals. 


Sir Robert added: “The re- 
liance on advertising revenue has 
never seemed to me a fact of 
such overwhelming importance 
that, in order to take account of 
it, we should turn our backs on 
the greatest of all our national 
beliefs—the belief that people, 
not always, but in the end, do 
best when they are free to 
choose for themselves. 

“Of course the medium is terri- 
fying in its power. So is the 
printing press. But after all we 
are the oldest and most practised 
free people in the world. We 
must trust ourselves in this new 
medium, or else we had better 
get out of the business of telling 
the world about the blessings of 
freedom. 

“There is, of course, a danger 
in the dependence of free TV on 
revenue from the sale of adver- 


‘about what it is. 


Sir Robert at the mike 


tising space, just as there are 
dangers in many of the facts of 
life, and we had better be clear 
It is not so 
much that programmes will be 
pushed downwards into the 
lowest but thickest stratum of 
circulation—it is more that pro- 
grammes may be pushed, as it 
were, sideways towards the range 
of subjects and types of pro- 
rammes with which advertising 
eels it has affinities and away 
from subjects—teligious faith 
and -political affairs are plain 
examples—with which advertis- 
ing associates less closely or not 
at all. Not so much the level of 
programmes may be in question 
as their balance. 

“About the actual advertising 
itself, why should one be all of 
a tremble ? Advertising will be 
an asset to the programmes of 
independent television, not a 
liability. And it had better be. 
If it is a liability, it will be for 
the only too simple reason that 


people don’t like it, and if ple 
don't like it it will stop for the 
also only too simple reason that 
it won't pay anyone to go on with 
it. But it will be an asset, worn 
as a bright feather in the cap of 
free TV, not as a soiled choker 
round the throat, 

“Some of the most popular 
programmes will be advertising 
programmes, some of the most 
useful programmes will be adver- 
tising programmes, some of the 
most entertaining programmes 
will be advertising programmes. 

“Why should it not be so? 
People who look at advertise- 
ments and read them in news- 
papers or magazines are not a 
captive audience. They read the 

vertisements because they find 
them interesting and because the 
often enjoy them—and they will 
look at them in TV programmes 
for just the same simple reason.” 

But whether they liked it or 
not, said Sir Robert, the first day 
of independent TV would be 
judgment day for advertising 
men, “You will be right out in 
the open,” he said, “and you will 
be watched as you have never 
been watched before. The public 
will be making “4 its mind, It 
is a lucky break for us that 
British advertising has never been 
more brilliant, These are vintage 
years, If you have ever charmed, 
enchanted, and —_ entertained, 

lease do it when independent 
TV begins. Don't let it be one 
of advertising’s off days. 

“We will all — companies, 
advertisers, the Authority—-be 
seeing independent TV as part of 
the apparatus of a living demo- 
cracy, not just as part of a 
media schedule. We will see it 


@ Continued on page 70 


WHAT EVERYONE STILL WANTS TO KNOW 


Opening a lively debate on 
the new television medium, 
R. A. Bevan, chairman of the 
Institute’s sub-committee on 
TV, films and radio, said little 
was yet known about the 
details of how advertisers 
would be able to use it. 

“The list of things we do not 
know is enormous,” said. 

Stations: It was 
thought that the range of each of 
the first three stations could not 
be more than 40 miles, even with 
the use of BBC masts. 

Number of Viewers: It was 
estimated that the first three 
stations would have 2,400,000 sets 
in their radius. But how many 
of those sets were ready to take 
the alternative programmes and 
how many could be adapted ? 
What was the demand for adap- 
tors now ? 

Rates: Nothing could be said 
yet. It was hoped that they 
would be competitive with film 
rates—about 13s. 8d. per 1,000 
viewers for a one-minute film. 


Seasonal Advertising: Would 
provision be made for seasonal 
advertising ? Big-spending adver- 
tisers should not be allowed to 
sew up all the time available with 
long-term contracts. 


Changes: What 
would happen to an advertiser 
booked to go with, for instance, 
a Gracie Fields show if that pro- 
gramme were suddenly dropped 
to take in a big sporting event ? 
This would be particularly impor- 
tant when the product did not 
suit the programme at all. 


Vouchers: How would agents 
be assured that their advertise 
ments were getting full period 
showing? Would programme 
contractors supply certificates ? 


Time: It was poecei 
accepted that there would be six 
minutes of commercials to the 
hour. But how were these 
minutes to be split up? Some 
advertisers might want twenty 
seconds; others would need two 


minutes. They should fight 
against fixed one-minute com- 
mercials. 

Research: Is the medium 
going to pay for research? And 
which method would be em- 
ployed—the Nielsen audimeter or 
the synchronised telephone system 
used in the United tes? 

Lengthy discussion followed 
Mr. Bevan’s address. Many more 
questions were posed: 

What plans were there for deal- 
ing with the possible rights of 
programme contractors to refuse 
advertisements? 

How were the public to be told 
about independent programmes? 
Would the newspapers publish 
them? 

Would the cinemas accept ad- 
ems films already used on 


? 
Would repetition of advertise- 
ments on TV be accepted. 


It was stated that all these 
points would be raised in negotia- 
tions to be conducted with the 
Independent Television Authority. 
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@IPA CONFERENCE—The problems of public relations 


Octoser 14, 1954 


Educating British business to the role of 
advertising in our 
national economy 


aes the possible ways in which the Institute 
undertake external public relations, Sinclair Wood said not 
enough people understood advertising and its place in the 


national economy. 

“It is our job,” he said, “to make 
people understand our work, We 
and nobody else can do this. If 
advertising is held in high regard, 
that will be good for us; so far 
as advertising is in bad odour, 
that will set us back. 

“To a great extent the material 
prosperity and the happiness of 
the people in this country depend 
on increasing the rate of efficiency 
of the distribution and sale of 
goods, That increase can hardly 
come from anyone but us. 

“More than that,” Mr. Wood 
continued, “the efficiency of the 
marketing side of business largely 
governs the rate at which the 
under-developed people of the 
world are lifted up from their 
poverty.” 

The remedy lay with the adver- 
tising profession. If business did 
not learn about advertising from 
the Institute, it could learn from 
no one, 

Sidney Rogerson had said that 
PR was just a question of good 
manners; that to carry on 
successful PR, all that a busi- 
ness had to do was to sce that its 
affairs were conducted, at every 
level of its staff, according to the 
accepted standards of decent 
behaviour. 

“Any member of this Institute 
who transgresses against any of 
the rules of conduct set by the 
Institute, sets back the PR ad- 
vancement of the Institute,” said 
Mr. Wood, “And that applies 
not only to what we would call 
his professional conduct, but to 
the integrity of his work for his 
clients, 

“It can be argued that the 
springboard which will give our 
PR the best chances of success 
is one on which the members of 
this Institute continue to put all 
they have into doing their work 
as efficiently as possible, and into 
behaving, to others and to one 
another, like decent people. 

“That is not the whole 
problem, Whatever message we 
settle upon, we still have to de- 
cide to which groups of people 
to direct it. Because we cannot 
do everything at once, we may 
have to discuss in what order to 
attack those groups. I would 
pick out three. 

“I would put as our first PR 
task to educate British business to 
the real place that advertising has 
in the nation’s economy. 

“How do we set about it? We 
could ask our president and 
officers to entertain the leaders 


“Meet political leaders.” 


of business—not just ask them to 
make speeches to us at our 
annual dinners, but to come and 
hear, from our leaders, what ad- 
vertising is really all about. 

“My second target? The 
legislators, and those who influ- 
ence legislation—the politicians, 
the top civil servants, the 
economists and if we can isolafe 
them, the professional busy- 
bodies. That gives the key to 
my suggestion that we make the 
Institute a meeting-ground be- 
tween our leaders and political 
leaders. Bring them in from both 
sides, and of all kinds,” Mr. 
Wood urged. 

“We could make the point 
that in practice instruments set 
up by the Labour Party do not 
turn their face against advertis- 
ing once they come up against 
the realities of business manage- 
ment. The railgays. have not 
ceased to advertise since they 
were nationalised.” 


Catching them young 

Mr. Wood's third target would 
be the young, and who are edu- 
cating them, ar Be in the 
public schools, the grammar 
schools, and universities. 

“These are the places from 
which have to come the future 
leaders of business, the adver- 
tisers, and from these same places 
must come our new staffs and 
our successors. We must do all 
we can to get the best of them 
into our own business,” he said. 

He proposed “a special com- 
mission on recruitment for the 
advertising agency business, and 
bringing on to it headmasters and 
university dons.” 


THE ‘CLAIM AND | 
BOAST’ SCHOOL 


Advertising agencies run “on 
cafeteria lines” were criticised by 
Ernest Biggs. 

“They display a selection of 
their wares and let the client 
choose,” he said. “The best 
advertising campaigns are never 
created in this way. 

“Too much advertising, even 
to-day, belongs to the old ‘claim 
and boast’ school. Too much 
advertising matter is written 
with an eye looking inward to- 
wards the client’s board-room and 
not outward to the market places. 
Such advertising is always bad 
and boring.” 

Mr. Biggs pointed out that in 
fact the creative function of an 
agency was really a long chain 
stretching right back to the 
client’s product. Could it be 
made more acceptable? Could 
the packaging be improved? Is 
the client’s note-paper heading 
suitable ? Are postal enquiries 
dealt with properly ? 
employees in the factory know 
all about the safety regulations in 
force ? 

“All these matters,” he said, 
“are matters of communication. 
In this field the agent is the 
expert. He knows, because it is 
his job to know, far more about 
these things than his client.” 

Mr. Biggs warned delegates 
that this was a state of affairs not 
always met with to-day. 

“Unless the agent seizes the 
initiative, he will never be invited 
by the client to help him.” 


Dudley Turner likewise 


® Continued from previous page 


PROSPECTS OF 


as one of the four great civilis- 
ing influences of our country— 
our homes, our schools, our 
press, our TV—not just as a 
means towards sales. It will be 
a means towards sales all right. 
Its selling power will sweep like 
a torrent through the commercial 
life of the land. 

“But if that was all it was, it 
just wouldn't be worth the bother. 
It is in fact part of that great pro- 
cess of the wide communication 
of knowledge and sympathy 
which began with the printed 
word and on which, when all is 
said and done, the progress of 
civilisation depends.” 

Sir Robert concluded: “I have 
sometimes wondered whether 
there could not be found some 
national cause, something deeper 
in the national life even than 
industry and commerce, to which 
the intelligence and conscience of 
advertising could be manifestly 
geared—some cause. Well, here 
it is.” 

The president, Lt.-Col. Alan 
Wilkinson, said: “Critics of 
advertising have been plentiful 
of late, some apparently with 


COMMERCIAL TV 


greater knowledge than ourselves 
of the sort*of people we are. I 
think they should remember that 
whatever other countries may do 
in advertising or anything else, 
we here have our own way of 
doing things. 

“In dealing with this new tele- 
vision medium we shall make 
some mistakes, and perhaps some 
real howlers, but television adver- 
tising will be seen mostly in the 
home, and as a visitor there if it 
doesn’t behave it won't be asked 
again ! 

“Sparkle, originality, ‘having a 
go,’ are all part of our creed, and 
the one thing we ask of an 
government is freedom in whic 
to operate and express the 
qualities we believe in. This new 
advertising medium will make 
much additional work for all of 
us, and my guess would be very 
little, if any, profit for some time 
to come. But I believe that now 
that the law permits it we should 
welcome it, if only because it 
helps to ensure freedom of the 
air and adds one more freedom 
to the all important freedom of 
the press.” 
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Octoser 14, 1954 


@IPA CONFERENCE—Probliems of behaviour and recognition 


ADVERTISER'S WEEKLY 


Agents told America has a tougher code 


Thirty-two years ago, these 
four standards were laid down 
by advertising agents to 
govern their own practice: 

That a free and open can- 
vass should not be made of 
the established clients of 
another Member, in such a 
way as to reflect detrimentally 
upon the Member already 
handling the business. 

That detailed schemes, sup- 
ported by copy and 
plans, should not be sub- 
mitted to a client of a Mem- 
ber, except upon the direct 
invitation of the Advertiser. 

That the strict letter of the 
Agreement in operation be 


The standards of 32 years ago 


adhered to and applied gener- 
ally so far as the Agency is 
concerned as though apply- 
ing to the whole press. That 
is, that no canvass of an 
account should be made on 
other than the basis of an im- 
proved service and eliminat- 
ing entirely the transfer of an 
account on a cut 

That in all cases of general 
or open canvass a statement 
should be made to the effect 
that the business is not sought 
if the Advertiser is receiving 
adequate and _ satisfactory 
service from an_ existing 
agent. 


‘Recognition by cheque-book 


is wrong in principle’ 


The establishment of a joint 
recognition committee, includ- 
ing the Institute, was envisaged 
by Hubert Oughton. 

He said: “I shall not be satis- 
fied until the ability of agencies 
to give full service to their 
clients, and thus earn commis- 
sion (whatever their method of 
remuneration) is made a condi- 
tion precedent to the granting of 
‘recognition’ for commission 
purposes, having regard to credit 
worthiness. 

“It is wrong in principle that 
an agency’s merit should be 
based on the amount it under- 
takes to spend with one group of 
publishers; on the other hand, 
until we achieve a joint recogni- 
tion committee—including the 
Institute, and I am going no 
further than that at the moment 
—1I suppose this is some measure, 
although rather hit-or-miss, of 
an agency's ability to afford to 
give full service to its clients. 

“There is no doubt in my mind 
that we shall achieve our object 
—and I hope the day is not too 
far away—when we shall be our 
own masters in reality.” 

Dealing with the development 
of trade relations, Mr. Oughton 
said: 

“The risé of the specialist in 
advertising—and with it the great 
advance of the quality of creative 
advertising—has been to a large 
extent attributable to good trade 
relations. 

“Our external activities,” he 
added, “have been concerned 
with the establishment of good 
relations with all with whom we 
do, or are likely to do business ; 
with Government, with the ad- 
vertisers, the publishers, owners 
of other advertising media, and 
with all who are concerned in 
the production of advertising.” 

“Our relations with the Gov- 


Sir John 
Zealand, took a keen interest in the 


llott, guest from New 
business sessions. Invited to comn- 
tribute to the discussions, he pro- 
posed closer relations between the 
Institute and kindred organisations 
overseas. At the inner he 
responded to a toast to the guests 
proposed by the president. 


ernment are to-day excellent, our 
advice frequently being asked 
and taken. The Government 
appreciates the value of advertis- 
ing, and the importance of the 
Institute. It is the biggest adver- 
tiser in the country.” 

In discussion which followed 
references were made to restric- 
tive practices in block-making 
and type-setting. Agents said 
the time factor was worrying 
them. 


‘COVENANT GOVERNING OUR MEMBERS 
NEEDS MORE TEETH’ 


The covenant governing the 
behaviour of members of the 
Institute “needs teeth,” said 
A. Everett Jones, opening discus- 
sion on professional relations. 

After referring to the develop- 
ment of the code of conduct 
originated in The Standard of 
Practice laid down by 17 agents 
in 1923, he said: “Quite recently 
our American counterpart, the 
Four A's, revised its own stan- 
dards of Practice. This is what 
they say on the matter : 

‘It is recognised that adver- 
tising is a business and as such 
must operate within the frame- 
work of competition. However, 
unfair competitive practices in 
the advertising agency business 
lead to financial waste, dilution 
of service, diversion of man- 
power and loss of prestige. 
Unfair practices tend to 
weaken public confidence, both 
in advertisements and in the 
institution of advertising.’ 
“The American Standards of 

Practice,” said Mr. Jones, “go 
very much further than we have 
attempted to. They have, for 
example, drawn up six categories 
of copy which are proscribed. 
They say: ‘It is unsound and 
unprofessional for an advertising 
agency to prepare or handle any 
advertising of an untruthful or 


Social eventssee page 142 


indecent character as exemplified 
in this code of six practices,’ and 
this code has been drawn up and 
agreed with their own Association 
of National Advertisers and the 


Advertising Federation of 
America. 
“Furthermore, they add a 


standard under the heading of 
‘Unfair Tactics.’ 

‘The advertising agency 
should compete on merit and 
not by depreciating a competi- 
tor or his work directly or 
inferentially, or by circulating 
harmful rumours about him, or 
by making unwarranted claims 
of scientific skill in judging or 
prejudging advertising copy, or 
by seeking to obtain an account 
by hiring a key employee away 
from the agency in charge in 
violation of the agency's 
employment agreements.’ 

Mr. Jones added: “I suggest 
that we should carefully consider 
whether we in this country should 
be satisfied with anything less 
than what our American friends 
regard as reasonable standards 
of fairness. 

“There is, therefore, surely a 
very strong case to believe that 
we have been right to attempt to 
regulate our behaviour. The 
alternative is an open demonstra- 


tion to the public that we are 
completely irresponsible. When 
we have lost public esteem, no 
amount of money will ever buy it 
back. 

“We have to see that our bye- 
laws are written in the most posi- 
tive form. We must do what we 
can to enforce them fairly. Our 
covenant needs teeth.” 


Client-agency 
relationship 


Client-agency relationship was 
examined by George Worledge. 

He contrasted the structures of 
agent and client organisations and 
said the aim of both was to get 
the best job done. The question 
was——-best job for’ whom? 
Whether the answer chosen was 
for the agency, for the client, for 
the community—“or just to selk 
irrespective’—the agency was 
bound to run into trouble. 

The client's idea of “best job,” 
said Mr. Worledge, was often 
queer. How often were quoted 
“Our salesmen say... My wife 
doesn't like . . . The chairman 
wants .. . The committee never 
approve!" 

He gave these tips on how to 
avoid snags: 


Never win arguments . . . avoid 
them, 

Work out marketing policy 
before you frame advertising 
policy. 


Frame advertising policy before 
you design any advertising. 

Mr. Worledge said: “It stands 
to reason that unless you know 
and have agreed what it is you 
are implementing, neither you 
nor your client can be sure that 


implementation is right. That 
means doubts; doubts mean 
arguments. Remove doubts .. . 


remove possibility of arguments. 
In theory it is as easy as that!” 


Biggest development 


since the war 


Marketing service is the biggest 
agency development since the 
wor, L. M. Masius said at a 
session, over which he presided, 
addressed by Francis Ogilvy. 

Mr. Ogilvy developed this 
theme, and said no individual 
company could command experi- 
ence greater than that of the 
advertising agency. Marketing 
principles were common to many 
products and the agency had wide 
experience in varying fields. 

n discussion which followed, 
speakers stressed that marketing 
was a fundamental of agency ser- 
vice. Marketing was part of 
advertising. 
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ADVERTISER'S WEEKLY 


Greenlys sign 
TV adviser 


Greenlys Lid. have appointed 
Aigh Vance, the TV scriptwriter 
and film producer, to be their tele- 
vision adviser. He will work in 
close collaboration with H. Under- 
wood Thompson, merchandising and 
creative director, and Drew Farish, 
manager of the agency's TV and 
film department. Apart from his 
work for Greenlys as adviser, Mr. 
Vance is also concerned with the 
production side of British commer- 
cial television. He is the director of 
a production company that will 
shortly embark on an _ extensive 
programme of commercial films for 
America. 

+ * 


Booker Bros., McConnell & Co. 
Lid. have appointed Antony Tasker 
as director of public relations for 
the Booker Group of companies in 
British Guiana. Mr. Tasker, who 
is 38, was formerly organising dir- 
ector of the International Tea 
Market Expansion Board, and has 
recently been associated with Brown 
Knight & Truscott Lid., London 
and Le py printers, engaged in 
expanding company's export 
business with Nigeria and the Gold 


Coast, 


* * 


John W. Beable, a director of 
A.A, Sites Lid., has been installed 
as Master of the Aldwych Club 
Lodge, No. 3794. He is the son of 
Joseph M. Beable, who is himself a 
past master of the lodge. 


Vantona appointment 


L. C. Watson, export manager of 
Vantona Textiles Ltd., has succeeded 
D. C. Hayes as marketing manager. 
His function will be not only to 
exercise a general control over 
existing marketing policy but also to 
examine and initiate the expanding 
activity of the company in home 
and overseas markets. 

. : * 


W. M. York, executive director, 
publicity, E. K. Cole Ltd., left Lon- 
don by air recently for a tour of 
the USA and Canada. While in 
North America Mr. York < study 
both commercial and colour tele- 
vision. 


* * * 
Sheila M. Orford, secretary to the 


sales manager of Expandite Lid., 
was recently married to Roderick 
Neil Smilvie. 


7 * 6 
Miss Eve Braatvedt, from Johan- 
nesburg, has joined the research 
department of Stuart Advertising 
Agency. 


T. C. Batty, who has been news 
editor of Apvertiser’s Weexty for 
the past four years, has been 
Promoted to assistant editor of 
Furnishing World. He takes up this 
additional staff appointment on 
October 25. Gerald Jones continues 
as news editor of Furnishing World. 

Clifford T. Waller, a member of 
the reporting staff, becomes acting 
news editor of ADVERTISER'S 
WEEKLY. 

” * * 

Two new representatives have 

joined the sales force of HMV 

ousehold Appliances. Cc. ° 
Greenwood will be responsible for 
the whole of Scotland, Northumber- 
land, Durham and Cumberland, r~ 
R. V. Rushton will be coverin 
Midlands, East Anglia, and South 
Wales. 

* * * 

Pamela Irene has been 
appointed editor Searchlight, 
magazine of the Ouem group of 
factories of the GEC organisation. 

* os * 

Garland C, Routt, director of the 
United States Information Service 
in Dublin, is leaving Ireland for a 
new assignment in the near future. 

* * 

Peter Rackow, Cinema & General 
Publicity Ltd., Dublin, will be the 
only Irish representative on the 
Royal Command Performance Film 
Committee. He has been invited to 
succeed his father, the late Joseph 
Rackow, on the commitice. 


ISBA committee 


appointments 


Geoffrey F. Todd (The Imperial 
Tobacco Co. (of Gt. Britain and 
Ireland), Litd.), has taken over the 
chairmanship of the advertising 
research committee of the Incor- 
porated Society of British 
Advertisers. He succeeds F. R. de 
G. Hewitt, who recently left Thos. 
Hedley & Co. Ltd., to set up as an 
independent consultant in market- 
ing and market research. 

um F. Chilton (Horlicks 
Ltd.), has been elected chairman of 
the radio and television committee 
in succession to F. W. Paul Cor- 
bould (Vick International Ltd.), vice 
chairman of the executive com- 
mittee. 

Clifford W. Crouch, group pub- 
licity controller of Smith & Nephew 
Ltd., has been appointed one of the 
three ISBA representatives on the 
committee responsible for admini- 
stering the British Code of 
Standards in relation to the 
Advertising of Medicines and Treat- 
morte A will take the place of 

H. H. Symonds who resigned 
ah the committee on relinquishing 
his appointment as advertising 
manager of The Crookes Labora- 
tories Ltd. 


Leigh Vance 


Pan American PR man 
joins Pat Dolan 


Arthur J. Wallis has resigned as 
central European manager of public 
relations for Pan American to join 
Patrick Dolan & Associates in 
London. Prior to his four years 
with Pan American on the Continent 
based in Frankfurt, Mr. Wallis was 
the UK public relations director for 
American Overseas Airlines. He 
was for four years with the News 
Chronicle, and before that worked 
for the Press Association and 
Kemsley Newspapers. He was also 
a correspondent for the Daily 
Telegraph in the US zone of 
Germany. 

* 


* ” 

Mark Quin, head of J. Lyons & 
Co. publicity and advertising depart- 
ment, left for the United States on 
Saturday on a short visit, during 
which he will study American- 
sponsored and commercial TV. 
The trip is in connection with 
Lyons’ American interests—the E.C. 
Rich Company, and J. Lyons & Co. 
Inc. 

+. * a 

Dennis Cadot, a director of 
Taylor Advertising, Ltd., of Nairobi, 
Kenya, will arrive in this country 
at the end of this month for a stay 
of some months. It will be the first 
post-war visit to this country by a 
member of the firm. 

* * * 

The Vicomtesse de Carcaradec, 
PRO for Harriet Hubbard Ayer 
cosmetics in Paris, has returned to 
France after a short business trip 
to Dublin. 

* * * 

Denis J. Garvey, Janus, Ltd., 
Dublin, which has been in London 
on business, is preparing for the 
transfer of his offices to new 
eae in a Georgian building in 

arnell Square, Dublin, early in the 
New Year. 

* * + 

John G. Havers has been 
eppeteed circulation manager of 
“Dance News.’ 

— * * 
After many years in advertising, 
J. O'Connor is to retire soon. 
He first joined Associated News- 
papers, Ltd., in 1917, and has since 
held a number of important poss. 
From 1950 onwards, he has acted 
as special advertisement represente- 
tive for the group, with his interests 
mainly directed towards the motor 
industry. 


A. J. Wallis 


L. C. Watson 


Yesterday (Wednesday), Albert 
Mithado, managing director of 
Albert Milhado & Co., Ltd., left 
London Airport on a business trip 
to Belgium, Holland, Denmark, 
Norway and Sweden. 

a. * 


om 
Priscilla Dorward has joined the 
studio of J. G. McCallum & Com- 
pany, Edinburgh. She was pre- 
viously with a Glasgow agency. 
* * * 


Sheila Greene has been appointed 
PRO for Anew McMaster’s Shakes- 
pearean Company in Dublin. 

* * * 


Renee Brittan has joined Ken- 
nerley Edwards & Associates Ltd., 
public relations consultants, as 
account executive. Miss Brittan, 
who started her advertising career 
in market research, has been with 
Stuart Advertising Agency for the 
past 24 years, 


New Northern rep 


Harry Lomas has been appointed 
North of England advertisement 
representative for Esquire. He was 
ome with National Trade 

ress for eight years for whom he 
was Yorkshire and Scottish repre- 
sentative for Fashions and Fabrics 
and Fashions and Fabrics Overseas. 

7 7 * 

L. Goodliffe, publicity manager 
of .* Daily Telegraph, is at present 
in hospital for observation and 
treatment. As his period of absence 
is indeterminate, he will not be 
chairman in the current series of the 
Daily Telegraph Food and Cookery 
Brains Trusts, 


Obituary 
Herbert W. Goold 


Advertisement manager of The 
Christian from 1940 until he retired 
in 1946, Herbert W. Goold e on 
Friday. He spent nearly 60 years 
in advertising. 

Starting with T. B. Browne Ltd., 
he later went to Brandis-Davis 
Agency Ltd. In 1914 he joined Life 
- A tenn ma ne as advertisement 

r and was with the paper 
for " years. 


Z. Golobok 


Zevi Golobok, who founded the 
Glasgow weekly, The Jewish Echo, 
in 1928 and has edited it ever since 
has died in Glasgow at the age 0 
73. He leaves a wife and three sons. 
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ADVERTISER'S WEEKLY 


Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. For, 
eooand one person with an average net sale of 5,446,255, the 

Sunday Pictorial goes into millions of homes all 

over the country. It is read by every adult 

member of the family on the best advertising 

ou t a f day of the week—the day they have time to read 

advertisements at leisure, and sales messages sink 
in. Space in the Sunday Pictorial is exceedingly 
economical too. Compared with 1939 its 
every three 


square inch per thousand rate has increased much 
less than that of any other Sunday newspaper. 


reads the Sunday Pictorial every week 
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tember 19—should be ex- 
tended to January 9, 1955. It 
will, therefore, end on Sun- 
day, December 12. 

The proposal was made by 
the committee, states the 
chairman, F. P. Bishop, MP, 
in order that newspapers 


Newsprint ‘flexibility plan’ 
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is scotched 


in stock — less than five 
weeks’ supplies at the present 
rate of consumption. 
Additional supplies will be- 
come available during 1955, 
but the stock position over 
the winter months must be 
safeguarded, warns the com- 
mittee. “Every care in con- 
sumption is still necessary.” 
No changes have been 
made in the ration for the 
current three-month period. 


This stand showing two of the new 
Kangol berets, the ‘Pikiberet,”’ is 
now being displayed in over 180 
branches of dry cleaners Achille 
Serre Lid. Costs were shared by 
the two firms, and Achille Serre are 
using the berets to illustrate one of 
their dry-cleaning services. This 
the two firms believe to be the 
first time since the war that any 
member of the dry cleaning indus- 
try has linked tts services in this 
way. 


‘Standard’ competition 


at Harringay 


Final of the Evening Standard's 
Foxhunter competition, one of the 
jumping events decided at last 
week's Horse of the Year Show 
at Harringay, was won by Miss 
F. Stanbury, riding Dream Boat. 
Preliminary rounds of the event 
were held at 50 horse shows this 
year, and many hundreds of 
entries were received. The 
Evening Standard ran a publicity 
scheme using posters and other 
media to back the event. 


BBC advisory committee 


The Association of Resort 
Publicity Officers has joined the 
general yey. advisory com- 
mittee of the BBC. Their repre- 
sentative will be their honorary 
general secretary, C. G, Browne. 


PRESS COUNCIL’S ANNUAL REPORT 


How newsprint restriction 
affects advertising 


N EWSPAPER publicity for the scare associating smoking 
with lung cancer is referred to in the Press Council’s 
first annual report as proving the falseness of allegations that 
the press is under the undue influence of advertisers. 


“The tobacco industry is one of 
the most lucrative sources of 
advertising revenue,” the report 
pay out, “yet the widest pub- 
icity has been given in the British 
newspapers to reports associating 
smoking with cancer of the lung 
and to the consequent effect of 
these reports upon tobacco shares 
and sales. We feel it appropriate 
that this matter should be put on 
record to the credit of the press.” 

On the effect of newsprint 
restrictions on advertising, the 
report states: “While the raw 
material of newspapers is still 
controlled, many other commodi- 
ties have been freed from restric- 
tions, and this has resulted in a 
tremendous increase in expendi- 
ture on advertising, the first 
quarter of 1954 showing a rise of 
wg cent on the same period of 
1953. 


“The recovery of sales and 
the boom in advertising have 
between them made such in- 
roads on the stocks of news- 
print held in this country that 
at one period this spring, only 
four and a half weeks’ supply 
was available for the whole 
British newspaper industry. 
“The limited number of pages 
has meant that the London morn- 
ing newspapers have benefited 
relatively little from this spate of 
png their increase in 
revenue ing over the same 

riod under eight _ cent, or 
ess than half general 
average. Magazines—no longer 
subject to restrictions as to the 


number of pages—have benefited 


by an increase in expenditure in 
their columns of some 24 per 
cent. There is every reason to 
believe that publishers of London 
evening newspapers have also 
been producing bigger papers in 
order to cope with the additional 
volume of advertising. Their 
increase in revenue of nearly 19 
per cent compared favourably 
with the overall average rise. 
“National Sunday news rs 
have benefited least of all. and 
their revenue from this source 
has risen by under six per cent.” 


Larger provincials 

Provincial newspapers, states 
the report, have never fully re- 
established their circulations since 
the price increase, but by 1953 
little further ground was lost and 
some newspapers began to go 
ahead deni. . . 

“The increase in advertising led 
to larger issues and, although 
costs rose appreciably, the rise in 
advertising revenue caused pro- 
vincial papers as a whole to be 
more prosperous than in 1952. So 
far as can be seen in 1954 this 
upward trend continues. 

“The total sale for the London- 
pees Sunday newspapers has 
y now been almost completely 
recovered and amounts to over 
28 million copies per issue com- 
pared with a peak of 284 million 
in 1950.” 

Entitled The Press and the 
People, the report is published 
by the General Council of the 
Press, price Is. 


Moore. 
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all the year reatid a 
The winning poster 


BLUE RIBAND 
POSTER 


Hastings has won the Blue 
Riband Holiday Poster Competi- 
tion for 1954, organised by the 
Scottish Daily Record. The com- 
petition attracted a 100 per cent 
entry from English, Scottish and 
Welsh resorts, and is the first to 
be run by the paper. It is to be 
continued as an annual event. 

The judging panel was com- 
posed of Daily Record executives. 
They chose the Hastings entry— 
the latest “Happy Harold” 
poster—because of its simplicity, 
its use of bold colour, its quick 
eye appeal and its success in com- 
bining the holiday idea with the 
conception of Hastings as the site 
of the Norman Conquest. 

Hastings publicity is handled by 
S. H. Benson Ltd. The poster 
was designed by Eric Hobbs, and 
the finished drawing was by T. 
Eckersley. 

Earlier this year Hastings had 
success at the Durban Interna- 
tional Holiday Poster Competi- 
tion with the “Hastings will wel- 
come your invasion” poster, 
which gained first place among 
the British entries and third 
place among world entries. 


Diploma presentation 
In the absence of Norman 
Moore, F. P. Bishop, MP, will 
present the diplomas of the 
Advertising Association at 
Church House, Westminster, to- 
morrow (Friday) at 6 p.m. 

At the dinner that will follow 
the annual presentation, Hubert 
Oughton, honorary treasurer of 
the AA, will respond to the toast 
of the guests, in place of Mr. 
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Six leading dailies compared in 
32-page Digest of L.1.P.A.’s 
National Readership Survey 


ee oS—6l eee 
Readership figures from the TT & 
1.1.P.A. National Readership Survey I. i” ‘ S UY Cy 


SHOWS THAT : 


DAILY HERALD commands more adult readers 
DAILY MIRROR J 12,789 2.8 per copy sold than any other mass circulation 
DAILY EXPRESS . 11,608 28 national daily. 
DAILY HERALD ’ 6,786 .6@ 6,786,000 people read the DAILY HERALD 
DAILY MAIL R 5,839 27 in any given day... 22 in every 100 MEN read 
NEWS CHRONICLE 1,361 3,796 28 the DAILY HERALD ...15 in every 100 WOMEN 
DAILY SKETCH 798 2,540 3.2 read the DAILY HERALD...15 in every 100 
* ABC. figures for July-December, 1953, the HOUSEWIVES read the DAILY HERALD. 
tea ae 17 in every 100 YOUNG PEOPLE between the 
At .53 _ eee single So ae ng ages of 16-34 read the DAILY HERALD. 
display spaces, the DAILY HERALD is the most 54% of DAILY HERALD readers live in HOUSE- 
economical medium available to national ad- HOLDS having two or more wage earners — the 


vertisers. it is the paper of the mass market— 
the market with the money to spend. highest proportion of any national daily. 


Every National Advertising Campaign MUST include 


The paper of the ket — — : 
- the market with the wins Aaa DAILY HERALD 


E. H. HULL, ADVERTISEMENT DIRECTOR, ««DAILY HERALD,’’ ACRE HOUSE, LONG ACRE, LONDON, W.C.2 
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Revised syllabus for diploma 


AIM IS MORE REALISTIC APPROACH: 
EMPHASIS ON MARKET RESEARCH 


The Advertising Association have announced a revised | 


syllabus for examinations for their diploma. 


With effect from the examinations of spring, 1956, the 
diploma will be split into two parts, in place of the present 


four divisions. 


Part | will consist of nine subjects, which 


students will be allowed a maximum of six years to pass, 
and Part 2 will be of three subjects, all of which must be 
taken at the same time. Students who fail in any Part 1 
subject will be re-examined in that subject only, but in 


Part 2 a failure in one subject will mean that the 


part must be re-taken. 

The subjects in Part 1 are: 
introduction to advertising and its 
administration, English, repro- 
duction (two papers), advertise- 
ment design (two papers), media 
(two papers), copywriting, 
economics, law and psychology. 

The three Part 2 subjects are 
marketing, market research, and 
campaign planning (two papers). 


Eliminating a weakness 


Recent comments by diploma 
examiners on this year’s entrants 
(Apvertiser'’s Weexty, Sep- 
tember 30) included emphasis on 
the weakness in market research 
and now marketing—formerly a 
Division A subject--and market 
research—-from Division C—are 
included in Part 2. 

Commenting on this, W. C. 
Thielé, chairman of the Advertis- 
ing Association’s education com- 
mittee, stated that market re- 
search was playing an ever in- 
creasing part in advertising. 

Mr. Thielé said the new 
syllabus offered a more realistic 
approach, and in many ways it 
would simplify the job of the 
student, giving him a_ longer 
period to study Part 1. 

They were concerned with 
catering for those who intended 
to make their career in advertis- 
ing, and with the rising standards 
of education for advertising. 

It was felt that many things 
needed to be altered in the former 
ee Schools and colleges in 
the provinces often found it diffi- 
cult to enrol sufficient students, 
while in London the reverse was 
often the case. In both cases the 
new construction of the syllabus 
would give them new opportuni- 
ties 

The standard expected of stu- 
dents will not be lowered even 
though the provisions for Part 1 
help those who are not success- 
ful first time in all the subjects 
they take. Students will be able 


Apply fer particulars to Advertisement Mamager, Phoenix Building, Berridge Street, Leicester, or ( Hertierd Street, Mayfair, Londo, W.!. 


the entire 


to plan their courses to suit their 
own pace of study. 

Part 2, however, is expected to 
prove more exacting and no stu- 
dent will gain a diploma who has 
not given evidence that he has a 
first-class theoretical education in 
advertising and has an all-round 
basic knowledge of the whole 
field of modern advertising prac- 
tice, 

The syllabus provides for stu- 
dents who wish to continue to 
take the examinations under the 
present regulations for a period 
not exceeding three years after 
the new syllabus comes into 
force. 

Students who have any 
of the divisions of t present 
examination syllabus will be 
allowed, if they wish, to follow 
the new regulations and will be 
given credits for the subjects that 
they have already passed. Those 
who have passed the Intermediate 
stage of the present examinations 
and who wish to take Part 2 of 
the new syllabus will be allowed 
to do so after they have taken 
the second papers only in media, 
reproduction, and design 


sneer af tinde 


A number of minor amend- 
ments have been made to the 
syllabuses for some of the Part | 
subjects to bring them up-to-date 
and into line with the latest prac- 
tice. 

In Part 2, the newly scheduled 
paper on marketing has been 
revised to include the history of 
trade, and has been reduced to 
four main headings. The market 
research syllabus has been con- 
siderably revised and put into a 
form that is claimed to cover the 
subject adequately. “Problem 
analysis” is one of the headings 
of the campaign planning sylla- 
bus, and the sub-section on the 
preparation and execution of a 
campaign has been expanded 


TW 
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showcard 
mt pens has 


This new elasticated 

displaying Zing ball 

been designed by Richard Lonsdale- 

Hands Associates. A dozen pens 

are displayed on the elasticated 

card against a mushroom back- 
ground, 


‘Britannica Book’ 

In a review of Britannica Book 
of the Year on September 30 we 
said the advertising section was 
writted by Roger A. Barton. In 
fact he wrote only the section 
dealing with the United States. 
The section on British advertising 
was contributed from this 
country. 
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examination 


Chituied booklet 
tests ad pull 


A new Gossard booklet, Do 
You Pass The Model Test? is 
being issued free through the 
medium of Gossard advertise- 
ments in the national press. 

Compiled by an American 
model expert and produced by 
Gossard’s agents, Arthur S. 
Dixon Ltd., the booklet discusses 
make-up, hair styles, posture, 
and clothes, as well as foundation 
garments. 

In conjunction with it a 
leaflet, The Care and Feeding of 
Your Gossard Girdle, which has 
been distributed to all Gossard 
stockists for counter display. 

As the main purpose of the free 
offer of Do You Pass the Model 
Test? is to discover the adver- 
tising value of the publications 
on Gossard’s schedule, each 

blication has a “key” address 
or application for copies of the 
brochure Since the first October 
publications began to appear, 
more than 250 have already been 
dispatched 


A questionnaire is being 
sent to the members of the 
National Federation of Fruit 
and Potato Trades asking 
them to approve a £250,000 
publicity campaign. 

At the Federation’s confer- 
ence last year it was suggested 


Publicity quiz for fruit traders 


should contribute on a turn- 

— basis. Those with a 
turnover of D4 

£30,000 would give £7 

Between £50,000 

the 


Branded goods gain added impact 


in colour 


Branded goods shown during 
a colour television demonstration 


The system used in the demon- 
stration, Emitron colour  tele- 
vision, is a “compatible” system, 
enabling the picture to be received 
in colour on special receivers or 
in monochrome on ordinary re- 
ceivers. ADVERTISER'S WEEKLY 
television correspondent, who at- 
tended the demonstration given by 
Electric & Musical Industries 
Ltd., at Hayes, writes: 


The demonstration was wit- 


- nessed simultaneously on six re- 


ceivers, one of which was an 


television 


ordinary model giving a black- 
and-white picture. The items 
shown were a number of coloured 
pictures; coloured objects, in- 
cluding packages of Surf, Daz 
and other branded goods, as well 
as the covers of various wireless 
and electrical trade magazines ; 
and a Technicolor film of the 
West Country. The colours and 
the values were below that of 
colour-printing in a good quality 
magazine and inferior to Techni- 
color in films; definition was 
ood. When the packets of 
randed goods were shown, the 
colour pictures possessed very 
much greater impact than their 
monochrome counterpart. 


& UNDERWEAR 


Spectalited, Trade Journal 


Tel.: HYD 7557/8 
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BIRTHS 

Bep'. 24. 1954, et Clay Hall 
m, Sudbury, Suffolk, to Paciing 
w of) Hvow Baker, a son 
at Southmead Hospi- 

x fe of 
Road. 
3 to Anwa (née 
D. Bett, RAM C.. 
mt, Catterick Camo, 


24, at Kin 
vine, wile of Luke. 
SaIAAs. Bhd 


cate Gries Ye 
NOTHING could better confirm the 
position of The Daily Telegraph 
as the Paper People Trust, than the 
fact that it carries more of the most 
personal classified notices — Births, Deaths 
and Marriage announcements — than any 


other national daily newspaper. 


Che Daily Telcaraph 


THE PAPER PEOPLE TRUST 


NET SALES for SEPT. 1954 1,044,201 COPIES DAILY 
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COMMENT 


78 


Agents 


Talking Points 


Ocroper 14, 1954 


argue over Gutteridge ge book : 


HUNDRED PER CENT Author planning novel on ‘clients ? 


CONFERENCE 


The fact that attendance at every 
session of the first conference 
held by the Institute of Prac- 
titioners in Advertising was 
almost one hundred per cent 
indicates the importance at- 
tached to it by the top men in 
the agency business who were 
there 


No on-the-spot decisions , were 
taken but that in no way de- 
tracted from the value of the 
conference. The council and 
every committee of the Insti- 
tute were provided with 
enough concrete proposals to 
keep them busy for several 
years. 

Subjects which aroused greatest 
controversy were television, 

blic relations and education. 
lach §«=6produced § suggestions 
which warrant the careful con- 
sideration of every other or- 
ganisation in advertising. 

Recruitment and training propo- 
sals included schemes for apti- 


controversial ideas on which 
the widest discussion will be 
welcomed by their advocates. 


Opportunity for AA 


Most encouraging was the atti- 
tude on both education and 
public relations that there 
should be the utmost co-opera- 
tion with the Advertising 
Association. The AA should 
grasp this opportunity to de- 
velop broad schemes in the in- 
terest of the whole business. 

The session on television empha- 
sised what a dearth of know 
ledge there is of the precise 
shape the new medium will 
take and the advertising oppor- 
tunities it will offer. 

The greatest experts in close 
touch with the ITA were un- 
able to paint even a sketchy 
picture. Talks and discussions 
were composed entirely of a 
list of imponderables. 

Every day new problems are 
emerging for discussion be- 
tween advertising representa- 
tives and the ITA. Until these 
are solved it is impossible to 
plan intelligent use of the 
medium. 

R. A. Bevan, chairman of the 
IPA committee dealing with 
TV, described the present 


list of things we do not know 
is enormous.” 


HERE was lots of talk at 
the conference of the 
Institute of Practitioners in 
Advertising at Birmingham— 
bright intelligent talk inside and 
outside the conference hall. 
This alone makes it surprising 
that the Gutteridge book 
figured so frequently in discus- 
sion and conversation. For 
The Agency Game—smearing 
the advertising business as it 
did—aroused great heat. 
me | enough, the first de- 
fenders of Gutteridge in adver- 
tising emerged at Birmingham. 
Their defence, however, was of 
his right to write whatever 
rubbish he thought might sell. 
Leader of the renewed assault 
on the book was Brian Mac- 


The publishers regret that a 
fire at the Mount Pleasant offices 
of the GPO delayed the 
despatch of some copies of last 


week’s issue of “ Advertiser's 
Weekiy.” 
Cabe. He said he had met a 


director of a London — who 
called him mpous for decry- 
ing Gutteridge. 
he pros and the antis were 
agreed on only one point: it was 
a thoroughly bad novel in plan 
and execution. 
wae author's attitude is said to 
that he doesn't care what 
sieoie say about the book so 
ca ng as they say something. We 
all fall for it. 
It is understood that he is now 
at work on another book. Clients 
are the target this time. 


‘MONSTROUS 
BEAUTIFIERS’ 


OSTERS and _ politicians— 
local politicians-—-were also 
talking points at Birmingham. 

At the dinner on Friday night 
everyone was delighted to hear 
the deputy mayor praise postwar 
bill posting and describe adver- 
tising people as “ beautifiers of 


our city.” 
Complacency was shattered on 
Saturday morning, however, 


when the local newspapers re- 
ported under screaming headlines 
the remarks of another member 
of the city authority. 

Alderman Mrs. Longden, of 
Birmingham, was reported to 
have told the Council for the 
Preservation of Rural England 
that hoardings on her city’s 


bombed sites were 
ties.” 

Someone suggested the IPA 
should take a leaf from the Ad- 
vertising Association's book (re- 
member Nye Bevan at East- 
bourne?) and invite Mrs. Long- 
den to dinner next time. 


STORM OVER THE 
CHRISTMAS PUD 


A DOUBLE page advertise- 
ment in the staff magazine of 
the London Transport Executive 
has provoked ructions. 

The advertisement, which is by 
the Croydon food production 
centre of the Executive, makes 
“a special Christmas offer of a 
delicious 44 Ib iced Christmas 
cake for 12s. 6d., and a 2 Ib pud- 
ding for 4s. 6d.” 

A spokesman of the National 
Union of Small Shopkeepers 
says: “This is an insult to shop- 
keepers. We have no objection 
to canteens, but now the Execu- 
tive is entering the retail busi- 
ness.” 

The Executive say that for 
years Christmas puddings and 
cakes have been sold to their 
staff to take home, and they add: 
“Although they are good value 
they are not necessarily below 
shop prices.” 

Which is rather like a sop for 
Cerebus. 


“monstrosi- 


THERE’S A BODY IN 
THE AD! 


N axiom of furniture adver- 

tising has been * “Keep bodies 
out of the picture.” Not only do 
they tend to take interest away 
from the object being advertised, 
but | may also obscure the 
article, has run the argument. 

In the latest campaign for 
Maples, however, carried out by 
their agents, Roles & Parker, Ltd., 
this orthodox idea is strongly 
challenged. 

In advertisements appearing in 
the London evenings and some 50 
provincial newspapers _illustra- 
tions of men and women‘living in 
their own homes among their 
own furniture help to create 
interest and put over the story. 

It is claimed that the result is 
portrayal of a scene with which 
the reader can associate himself. 

Aim of the campaign is to sell 
Maples’ furniture on hire pur- 
chase terms. Photographs of 
young couples in contemporary 
dining-room, lounge and bed- 
room settings are used while 
older couples are shown with 
more traditional furniture. 

Whatever the reaction to this 
attempt to enliven a class of 
advertising usually distinguished 
by its uniformity, it will perform 
a useful service if it helps to 
shake the cob-webs off the dic- 
hards in the furnishing world. 


TO-MORROW’S TOPICS 


@ Several big British publishers 
are considering a scheme to 
publish — with Government 
support or encouragement—a 
popular, international news 
magazine to challenge Ameri- 


can journals in overseas 
markets. 
@ Children's clothing manufac- 


turers in the quality trade in 
Scotland are to step up adver- 
tising to the trade and the con- 
sumer to meet increasing com- 
petition. Direct mail will be 
used extensively. 


@ The Institute of Practitioners 
in Advertising is not planning 
to hold a conference annually. 
An event similar to last week's 
in Birmingham will probably 
take place every two or three 
years. 


@ Publicity war between the oil 
companies is developing along 
unusual lines in Scotland. 


Rival 
staged. 


@ The outdoor advertising indus- 
oy SD pesees bee 6 eat 
renewed criticisms that 
aioe distract motorists’ 
attention on main roads. 


@ Advertisements designed by 
British agencies will soon be 
appearing in considerable 
numbers in Russian trade and 
technical journals. The biggest 
agencies have Soviet publica- 
tions on schedules now for 
specialised products. 


exhibitions are being 


@® Toy manufacturers are plan- 
ning record campaigns this 
Christmas. 


@® More provincial newspapers 
are considering the possibilities 
of running advertisements in 
two colours. 


ROUND TABLE 


ALBERT MILHADO & CO. LTD. 


A VALUABLE TIP TO ADVERTISING AGENCIES 
You get maximum commission 


140 CROMWELL ROAD 


through 


LONDON, $.w7 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: 


FREMANTLE 6592/3 
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675,000 
READ =RS 


THROUGHOUT SCOTLAND'S 
GREATEST MARKET! 


* Based on 1.1.P.A. Survey of 
2.7 adult readers per copy 


EVENING TIMES 


%& The Only Scottish Evening Paper with over half a million readers 
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Portraits 
by 
BARON 


Specially taken for 
ADVERTISER’Ss WEEKLY 


Lt.Col. Alan M. Wilkinson, president of the 
Institute of Practitioners in Advertising, is a religious 
man. It is necessary to establish that premise very 
clearly, because it is the key to his character and 
achievements. And they are not unimpressive 
achievements. Oxford Blue (football), college captain 
of cricket, MA, DSO and Bar, Mentioned in 
Despatches in both world wars, chairman of his 
local parish council, and president of his local 
political (Conservative) association, Sunday school 
teacher for many years, devoted to his family and 
his lovely early-Tudor house and garden at Offham, 
Kent—his career, with its pattern of domestic 
happiness, public service, and professional standing, 
would appear to exhibit, in a high degree, most of 
the conventional virtues. 

But what to one man are conventions, are, to 
another, principles—colouring his whole outlook 
and shaping his approach to his job. Because his 
principles are religious ones, Col. Wilkinson's 


approach to his job is primarily a moral one. Hence 
his preoccupation with such undramatic matters as 
education, standards of practice, and the status of 
advertising. His aim during his presideney of the 
Institute is what it has always been : to enhance its 
professional status. 

For this, examinations to ensure knowledge and 
standards to promote good conduct are necessary. 
But Col. Wilkinson has never deluded himself into 
thinking that they are sufficient in themselves. 
Without the right human material the best of codes 
and exams are not good enough. 

“We need the best type of men and women in 
advertising : we are spending other people’s money,” 
he has said. And again : “We have an opportunity, 
more than most, to move men’s hearts.” 

To attract and equip the right type of people— 
that, in his eyes, is what the Institute is “for.” 

CONTACT 
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In his Review of Advertising, COPYTASTER indicates 
how marks should be handed out 


when the task is— 


How to advertise the new ear 


F ever you should be 

asked to compose an ex- 
amination question for copy- 
writers you might do a good 
deal worse than ask them to 
write the headline or headlines 
announcing a new motor car. 


When you are marking the 
answers you could begin by de- 
ducting about 30 marks from 
everybody who has wasted words 
on any such preliminary puffing 
and huffing as “Important 
announcement” or “Great news 
for motorists.” (Then, on second 
thoughts, you might give back 10 
of the marks, for the copywriter 
is evidently very experienced and 
knows how clients love to see 
such phrases.) 

Next, you might usefully de- 
duct 10 marks for every adjective 
that merely pats the car on the 
back panel without conveying 
any kind of information : —finest, 
amazing, brilliant, wonderful, 
sensational, terrific (unless it is 


SOUTH EASTERN 


GAZETTE 


referring to the effect on pedes- 
trians), and above all — the 
pseudo-adjective “quality”, which 
would automatically fail any 
candidate whose papers came my 
way. 


The nearest word 


You might decide to deduct a 
further 10 or even 20 marks from 
any candidate who has obviously 
snatched at the nearest word and 
written it down without even 
pausing to see how it suits the 
product, Here, for example, is 
a motor-car that strides ahead, 
and one pictures it going heel and 
toe down the road with elbows 
flying like a stockbroker on the 
— to Brighton in the annual 

alk. 


Not very comfortable even 
with the best-regulated shock- 
absorbers. 

Finally you can quite safely 
decide to add 50 golden marks to 
anyone who says anything specific 


CHATHAM 


Soenwven 


= 


>. 
“Og Read Office: MAIDSTONE 5388 London: 80, FLEET ST. Central =a 


about the new car, for it is a 
custom of the trade—as it js with 
company promoters, money 
lenders and insurance firms—to 
put the most important informa- 
tion in the smallest type. 

But perhaps you ought to have 
a dummy run or preliminary 
canter over the course before you 
actually set this examination 
question. Here are three sets of 
headlines from the first Sunday 
newspapers of this month. They 
are for cars varying in price from 
£649 to £2,324, and you may care 
to try your skill at placing them 
in order of cost:— 

The brilliant new A——— now 
available to you with a choice 
of synchromesh, pre-selector or 
the amazing no-clutch trans- 
mission. 


Nothing above twelve 


That reminds me of something. 
You really should deduct a few 
marks for every word over 12 in 
any headline. 

The finest of them all. The 
great new B——— Y—— strides 
ahead in power, pace, comfort, 
looks. 

And finally : 

An important introduction 
a new big C——, the swift, 
immaculate new C- Z— 
for men of affairs. 

Immaculate is a strange adjec- 
tive to use in praise of a new 
car—unless, of course, the whole 
thing is made of stainless steel 
but isn't it a refreshing change 
from amazing, finest, great and 
important, those weary war- 
horses of the acopylypse. 

From the copy it is clear that 
each of these cars has at least 
one specific feature that most 
copywriters would instinctively 
want to proclaim not merely in 
the headline but from the roof 
tops. 
Why are they prevented? 


Spoiling the tune 


Does someone adjust the gags 
and steal their pencils, or are 
clients taking the bit between 
their teeth too often nowadays? 
You need not write to the editor 
and say that the man who pays 
the piper has a right to spoil the 
tune, for | have already men- 
tioned it. 

* * * 

I was reading an advertisement 
in a national magazine last week 
for somebody's home-made jam, 
and my mind flew to the recent 
autobiography of New York's 


@ Continued on page 84 


said “Farrow’'s” 


In Copytaster's opinion, Duncan's 
have a superb idea in their head- 
line, but it does not come off. 


Enjoy the full “pret xe*¢ 
garden flavour of these 
og -the-crop peas - 
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Why could not the headline have 
instead 
“these,” asks Copytaster ? 

why the circle over the name? 
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R. H. Penney, Advertisement Director 


163, Queen Victoria Street, London, E.C.4 
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© REVIEW OF ADVERTISING —continued 


most famous disorderly-house 
proprietor —an autobiography 
winningly entitled, A House is 
Not a Home.” 


Perhaps | was thinking that a 
factory is also not a home even 
though home-made jam comes 
from it, yet every field that grows 
green peas scems to be a garden 
in the canners’ eyes, God wot 


More enticing copy 


Duncan's peas—a new adver- 
tiser to me-—seem to have a 
superb idea in their headline, but 
for some reason it simply does 
not come off. Their copy is 
infinitely more enticing than 
Farrow's copy and their headline 
has a better idea even if it is not 
perfectly expressed, but the 
whole job seems to be lifeless 
where Farrow’s is lively, and it is 
uninviting where Farrow’s is as 
welcoming as a greeter in a 
holiday camp. 


The chief fault, perhaps, is in 
the actual wording of the head- 
line. Is there just a hint of un- 
worthy gloating because Mr. 
Duncan has been more successful 
than the reader? Or is it—as | 
suspect--that the reader gets off 
to a bad start by reading “ we 
can” in the wrong sense and 
never feels really comfortable 
again’? 

The other chief obstacle to 
reading the advertisement is the 
topsy-turvy layout. With the 


main picture right down at floor- 
level and even below the name- 
block, the whole thing looks 
altogether too dull and wordy to 
be worth lingering over. it I 
were Mr. Duncan | would aban- 
don the layout and the present 
pictures and do a completely new 
advertisement dramatising the 
slow progress of peas from farm 
to kitchen compared with the 
lightning speed Duncan's 
canning process. 

Farrow’s layout is lively, 


a barrack 
square ! 

But I have one fault to find 
and a question to ask. 

Why, oh why, couldn't the 
headline say “Farrow’s” instead 
of “these? There are people 
who say that this would discour- 
age the public from reading any 
further, but they are only guess- 
ing, and I have plenty of evidence 
that they are guessing wrong. 
And the question? What is the 
curious black circle over the 
name-block? 


* + * 


FINALLY, 1 present to you an 
extraordinary advertisement from 
the New Yorker for something 
pithily called Old India Quinine 
Water. The gentleman carrying 


ron REAL WOUTH FREDKNEES. 


> A 1@ FOUR Comment 


Somebody has decided, after all 
these years, that people would 
buy more Euthymol toothpaste if 
they knew how to pronounce the 
name: “Say Eu-thy-mol for real 
mouth freshness.” But, asks 
Copytaster, how do you say 
“thy”? And how do you know 
whether “mol” rhymes with doll 
or dole? 


the can is an. Englishman (see the 
umbrella on his arm), and here 
are his native wood-notes wild: 
Back jn the old country, 
don't you know, gin-and-tonic’s 
a bit uppity! One scarcely 
ever finds it outside his club or 
at @ gracious country house. 
“But here in America, like so 
many of life's better things, 
everybody can afford and enjoy 
C & C Old India Quinine 


English as it is spoken, along 
with the imagined quaint man- 
nerisms of the old brigade, are 
presenied in this item which 
Copytaster finds too funny. 


Water—an original formula, 
mind you. I'm taking it back 
to old England. Ah, it has that 
inimitable taste Twombley and 

1 recall so exuberantly from our 

days in the Punjab! Won't he 

be tweaked when I fetch it to 
him?” 

You think that this is some sort 
of satire? It is in fact a genuine 
attempt to stem the tide 
Schweppes, and I find 
funny for words. 


it too 


Ld 


ae eons iran: 


deserve 


good products 


good presentation 


Everything you can expect 
from a first-class 

display organisation you will get 
from Priestleys—the firm with 


Latex Rubber Models produced in quantity by 
Priestleys from original supplied by Elizabeth Arden 


@Prie Stleysof occu: 


Commercial Rd.,Glo’ster 22281-4 * 9 Buckingham St.,W.C.2.TRA 4277-8 : Birmingham CEN.1941 - Manchester * Cardiff 


32 years selling experience 
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The MIDLAND 


picture is 
NOT complete 
without the. 


Unless your space schedule in- 
cludes the Birmingham Evening 
Despatch your Midlands coverage is 
incomplete. The largest and _ richest 
market in the provinces needs the 
persuasive influence of this lively evening 
paper which gets home to the people of the 
Midlands.. 


Birminghams Popular Evening 


Gain Despatch —-—— 


CORPORATION STREET, BIRMINGHAM. 4. TEL: CENeral 8461 
ERNEST LUMSDON ~- London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170, FLEET STREET, LONDON, E.C.4. TEL CENeral 3265 


Leeds Office: 11, ALBION PLACE, LEEDS, Tei: LEEDS 24998, Monchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel: BLAcK{riers 3990 
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Ad Man’s Bookshelf 


Advertising—and Crawford-seen 
through a reducing glass 


AGERLY awaited by many 
in advertising as a serious 
attempt to redress the balance 
against the fatuous criticism 
and malicious lampooning to 
which the business has been 
subject of late, is There is a 
Tide, by G. H. Saxon Mills, 
published this week by Heine- 
mann at 16s. 

How far the book succeeds is 
likely to be a topic for keen de- 
bate. Here, in the author’s own 
words is a biographical study of 
a great personality—-Sir William 
Crawford-—-and an account of 
the fascinating history of an im- 
portant British profession and 
industry during the last 30 to 40 
years-—advertising. 

Mr. Saxon Mills considers that 
both themes are so interwoven 
that they are, in fact, one. On 
this assumption there is likely to 
be no general agreement. Great 
as is the debt which contem- 


porary British advertising owes 
to Crawford, no one man can be 
linked quite so exclusively with 
the progress of advertising as 
Mr. Saxon Mills seeks to estab- 
lish. True, he admits the upris- 
ing Of British advertising was 
“pioneered by such visionaries as 
the principal figure of these 
ages’—but where are they in 
is story? 


Not even mentioned 


Many great personalities of 
advertising are not even men- 
tioned, Others receive only bare 
acknowledgment. Some who for 
years were associated most 
closely with Sir William at 
Crawfords are dismissed almost 
brusquely. 

Has Mr. Saxon Mills shown 
unflinching purpose in ruthlessly 
eliminating everything he 
deemed non-essential? Many, in 
my opinion, will consider his 


By WILTON EVAN 


savage sub-editing mutilates the 
story—just as though Boswell 
had blotted out the personalities 
of everyone else in Dr. Johnson's 
circle, in order that the central 
figure may shine more brightly. 

The truth, probably, is that 
the author has tackled too great 
a task within too small a com- 
pass. (There are fewer than 200 
pages and in {3 on 14 point 
Perpetua.) 

Thus the biography of Craw- 
ford becomes little more than a 
sketch, and the story of adver- 
tising a modest essay. Nimbly 
the author leaps from one theme 
to another like a circus per- 
former astride two horses; deftly 
the routine is executed—but 
where does it get him? The 
circles are ever diminishing... . 

Consider this passage as the 
price of condensation: 

“ But with the move to Hol- 
born the firm began rapidly to 
assume the pattern and pro- 
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portion of a modern creative 

agency. It had a crisis or two 

ncially—one serious defal- 
cation of a client nearly putting 
the ship on the rocks. But the 
favourable tide was now in 
strong flood for advertising— 
and for Crawfords. New 

‘accounts) began to come in 

steadily; demandin pay- 

ing for—more staff, Crawfords 
was soon an _ established 
agency.” 

But surely that is the kernel 
of the whole story? Isn't this 
what we want to read about— 
just how it was accomplished ? 

There are many such anti- 
climaxes. The introduction of 
the greetings telegram—a brilliant 
piece of advertising of itself—is 
dealt with in nine lines. . . . The 
great adventure story of the 
Empire Marketing Board (al- 
though the author had access to 
the personal records of Sir 
Stephen Tallents) rates but a few 
hundred words. The reader's 
appetite is tickled—but seldom 
satisfied. 

Perhaps it could not be other- 
wise? The genius, and the 
vibrant personality of Crawford 
are fresh in the mind of most 
of us in advertising, and we needs 
must check this record against 
the yardstick of our memory. 

Here we catch glimpses of the 
“Bill” we knew in rumbustious, 
or in gentle mood. Some capital 


@ Continued on page 88 


“The campaign 


in all 13,53 


GREENOCK 22086 
Miss L. T. Murdoch 
Advertisement 
Manager 


was well worth 


persons visited the X-Ray units.——3,6 


GREENOCK CHOSEN AS AN EXAMPLE 
FOR THE REST OF SCOTLAND 


AT THE REQUEST OF THE DEPARTMENT OF HEALTH FOR SCOTLAND, the 
Corporation of Greenock agreed to carry out an intensive educational campaign (including 
mass X-Ray) against tuberculosis. 


This campaign was intended as a PILOT SCHEME to form an example for the rest of Scotland. 


Here are some extracts from the written report of the Medical Officer for Greenock, 
G. S. Carrick, Esq., M.B., Ch.B., D.P.H., D.I.H. :— 


while.——Ail 


“WITHOUT THE FULL CO-OPERATION OF THE LOCAL DAILY PAPER 
* CAMPAIGN WOULD HAVE BEEN SEVERELY HANDICAPPED. 


public meetings 


* Over 1,000 _— attended an X-Ray unit in one day, this being a new record for Scotland.” 


THERE IS ONLY ONE PAPER THAT CAN GIVE SUCH 
POWERFUL SUPPORT TO ANY CAMPAIGN 


GREENOCK ; IT IS 
THE GREENOCK TELEGRAPH 


persons attended public meetings. ™ 


IN LONDON: CEN 3913 


successful. ”* 
THE” 
” 


were 


134 Fleet Street, E.C.4 
Percival Moon 


a te ee + ine mo | Oe 
: {since 
a . er — 
a 
oa 
2 . i. 
; m2 
oe ¥ 
oe vo 
he 
“g a 
r 2 och 
=i H 
E ee a 
: LS 4 
; 
eo. S f 
of 
— | 
s ; i 
ee 
. : 
Fi 
ee | 
7) a 
oor t 
ik eee ! 
cs. , 
: | ee 
‘oo ’ 
a ok 
ra) ‘ 
e ———————_—= 
eo z 
. bs 
Mf 
ag ; 
eA 
oe 
al ia: 
eh 
3 
Sate ‘As i} 
- : iw 
é we on “ $ allt 
iz ee ae yi Ue ed an 4 a . a a ae yy i Tee ia > =? : 
i per Dea ae ee: Si | ie a. is eee eee he 
byt is _ “a Ae i s es? a _ : Cio Se oie En a Te | ee St | A 1s 
: ie : : ” ae ae 3 r i pu. = Se ~ > ae od ™ >: = Tie RS i me 
ite — aes Bu,  \ a me PN a a ‘ eta Oe (os toe ee sare Sad 


Ocroper 14, 1954 ADVERTISER'S WEEKLY 


Worldly Goods— 


Everything from the Ring onwards 
Young Marrieds of 1955 

will want your Worldly Goods 

(if the price is right and reasonable — 
which is Vanity Fair's Basic Policy) 
Tell them what you have 

for them in 

* Vanity Fair's Guide for the Bride” 
To be published February 10th 
Print order 100,000 

The advertising rates (Colour £150 
or £165 Special Position 

Black and White £100 

or £110 Special Position 

and pro rata) 

are therefore half that of the 


normal issues of Vanity Fair 


Miss Lilian E. Briscoe, : 
Advertisement Manager, jj 
Vanity Fair, ' 
30, Grosvenor Gardens, 
London, S.W.1. 

SLOANE 4591 
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ARE BRITISH FIRMS SO 
SUCCESSFUL IN CANADA? 


a 


— 


Sec 


It’s no secret to British firms now 
selling successfully in Canada’s rich 
market! They know the one sure 
way to reach retailers, business, 
professional and key industrial men 
economically with direct pin-pointed 
selling, is through business 
newspapers. 


They use the advertising columns of 
the 105 trade, business, professional 
and industrial publications in the 
Business Newspapers Association. 


Here’s the reason: 


¢ Four out of every five retailers, 
business, professional, and key 
industrial men in Canada 
receive regularly one or more 
B.N.A. papers. 


«And 95% of these men read 
their B.N.A. papers carefully*. 


The cost of reaching these men is 
low, the wastage negligible. 


We will help you select the right 
roup of B.N.A. papers to reach 
the retailers, business and profes- 
sional men you seek to interest. 


Come to Canada the easy way. A 
letter airmailed today will brin 
you within a week the story o 
B.N.A. publications. 


* Research Bulletin 1954 available on Request 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA ye: 
INGTON ST. W. TORONTO C 


Y 


Ad Man’s Bookshelf 


Octroper 14, 1954 


BBC television—and_ the 
oncoming influences 


HIS volume* is well de- 

scribed by the publishers as 
“The companion book to view- 
ing, with pictures of the pro- 
grammes and the stars.” Con- 
tributors include Eamonn 
Andrews, Sir George Barnes, 
Leonard Miall, and Barbara 
Kelly. 

In his opening article, editor 
Kenneth Baily quotes Charlie 
Chaplin's retort that “Advertising 
is death to TV. Advertisers bind 
the artist... . There are men who 
think people will watch TV to 
see quiz shows offering cash 
prizes. They will. And fine for 
the cinema industry. For they 
will tire, and creative drama will 
win them back.” 


An odd mixture 


Later on, Baily writes that in 
its attitude to the public the BBC 
is “an odd mixture of school- 
marm and slavey. With superior 
haughtiness it considers that the 
policies at the heart of its ser- 
vices must never be ventilated. 
It feels so self-sufficient that it 
sees no reason why it should 
share its problems with the 
people paying for its keep... . 

“On the other hand, like a 
timid slavey running at her 
master’s bidding, the BBC now 
plans its TV programmes accord- 
ing to what it thinks are the 
wishes of: the great majority of 
TV audience.” 

But changes are possibly on the 
way. 


*Television Annual for 1955, edited 
by Kenneth Baily, published by Odhams 
Press Lid., 9s. 6d 


In his concluding paragraph 
Baily points out that competition 
is now hovering over the BBC 
horizon. 

“Who can say what mistakes 
it will make, and what falls it 
will take, in its first steps ? 
Facing up to it, the BBC is in 
many ways strong, and in some 
ways impervious. But where the 
BBC rule of TV is muddled and 
weak there will assuredly rise a 
fever of new thinking. This, we 
can but hope, will be to the BBC 
viewer's benefit, whatever alter- 
native attractions lure his eyes.” 


Personalities in 


electricity 


HIS comprehensive guide to 

the people in the electrical 
profession and industry* first 
appeared in 1950. and was 
immediately recognised as some- 
thing which was badly needed. 
This new edition has been 
brought once nO up to date 
and a large number of names 
have been added. A new feature 
is an index in which the entries 
are classified under the names of 
companies, boards, government 
departments, etc. 

It is claimed that practically 
everybody of importance in the 
electrical world is to be found 
in the book and that it is indis- 
pensable to those who desire or 
need to know something about 
the leaders of the profession and 
industry. 

* Electrical Who's Who, 3rd edition, 

blished 


by Electrical Review Pub- 
jons Lid., 21s. 


e ADVERTISING—AND 


CRAWFORD — con. 


pages recall his skill at selling a 
client the agency's ideas—and we 
would have welcomed more, in 
similar strain. 

Mr. Saxon Mills renders 
advertising no little service by 
his balanced and _ factual 
account of developments over 
the past 40 years. The story 
needed to be told, and here it 
is presented in concise and 
logical style. 

When he discusses the ethics, 
the argument is on a more lowly 
plane than many in advertising 
may like, but it will doubtless 
suit the lay reader. Here is none 
of the sturdy assurance of F. P. 
Bishop, nor the lucid exposition 
of Ian Harvey. Again condensa- 
tion prevents the full development 
of the theme. 

Sundry irritations occur—like 
the implication that collective 
action by advertising agents 
would have been through the 
Advertising Association (what 


about the Institute?) and the 
suggestion that “sponsored tele- 
vision” is on the way. (How 
many more times must everyone 
be told it isn't to be sponsored ?) 
Such imperfections may well be 
forgotten, however, when one 
encounters passages like this :— 
“Advertising is sparked and 
powered by zest. The advertised 
product sells in proportion to the 
extent that the aura of advertis- 
irz is felt. [t must command 
attention as well as affection. 
“Uniess it is dealing with the 
more lugubrious aspects of 
human life, such as backache or 
indigestion, it should belong as 
closely as possible to the idiom 
of bright lights, laughter, move- 
ment, and the general bustle of 
the contemporary movement. 
“Crawford was like that, and 
wanted everything to be like 
that.” 
Which, when you consider it, 
is not a bad epitaph. 
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The XXIXth International Cycle and Motor Cycle Show, London 
SPECIAL SHOW NUMBERS 


November 11 November 18 
Press Date, November 2 Press Date, November 9 


Published by 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. 
TERMINUS 3636 
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from two PRESTCOLD 


On the 6th of February, 1953, the Pressed Steel Company booked, in the “ RADIO 
TIMES,” a quarter-page solus to advertise a shilling money box. Forty-three media 
were used and the results were as follows: 


RADIO TIMES 74,632 replies 
All other media together 23,148 replies 


TOTAL 97,780 


Thus, “ RADIO Times ” produced 76-32% of the total replies. (See the “ Prestcold 
Story ” in “ Facts, Graphs and Figures.”’) 

On the Sth of March, 1954, Messrs. Auld & Tilbury Ltd., of 20 Old Queen 
Street, St. James’s Park, London, S.W.1, advertising agents of the Pressed Steel 
Company, placed a full-page advertisement in the “ RADIO Times ” facing Friday’s 
Television programmes. They offered a shilling thermometer this time and one 
other medium was used. The total number of replies proved to be 222,876, of which 


1,955 were letters without coupons and without reference to the medium involved; 
this left us with 220,921 coupons. 


RADIO TIMES produced 206,623 coupons 93-52% 
The other medium produced 14,298 coupons 648% 
220,921 100-00 %% 


The cost of the insertion, in the “ RADIO Times,” was £4,000 and the cost per 
reply proved to be 4:646d. 
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advertisements in the RADIO TIMES 


Analysis by Counties of Coupons received by The Pressed Steel Co. Ltd., 
from their whole-page advertisement facing Television Programmes for Friday, 
12th March, 1954, in “ RADIO TIMES ” issue dated 5th March, 1954, 


PERCENTAGE OF 
COUNTY REPLIES FROM TOTAL REPLIES 


ENGLAND 


London and Home Counties 
Bedfordshire 
Berkshire . . 
Buckinghamshire 
Cambridgeshire . 
Cheshire 
Cornwall . 
Cumberland 
Derbyshire 
Devonshire 
Dorset 

Durham ; 
Gloucestershire . 
Hampshire 
Herefordshire 
Huntingdonshire 
Lancashire 
Leicestershire 
Lincolnshire 
Monmouthshire. 
Norfolk 
Northamptonshire 
Northumberland 
Nottinghamshire 
Oxfordshire 
Rutland 
Shropshire 
Somerset 
Staffordshire 
Suffolk 

Sussex ° 
Warwickshire . 
Westmorland 
Wiltshire . . 
Worcestershire . 
Yorkshire . 

Isle of Man . 
Channel Islands . 


SCOTLAND 
Aberdeenshire with Kincardineshire 


Clackmannanshire 
Dumfriesshire 
Dumbartonshire 

East Lothian 

Fife with Kinross-shire 


PRR CENTAGE OF 
COUNTY REPLIES FROM) §=YOTAL REPLIES 


RADIO TIMES FROM 


Inverness-shire with Nairn . 
ee 
Lanarkshire 
Midlothian 
Morayshire 


Ross and Cromarty 
Roxburghshire . 
Selkirkshire 
Shetland 
Stirlingshire ’ 
Sutherlandshire . 
West Lothian 
Wigtownshire 


WALES 
Anglesey . P 
Brecknockshire . 
Caernarvonshire 
Cardiganshire 
Carmarthenshire 
Denbighshire 
Flintshire 
Glamorganshire. 
Merioneth 
Montgomeryshire 
Pembrokeshire . 
Radnorshire 


NORTHERN IRELAND 


SUMMARY 
England . . . ° . 191,386 
Scotland . ° . . . 8,241 
Wales P . $489 
Northern Ireland . » . 147 
Overseas . . ° . 73 
206,623 


PERCENTAGE OF 
TOTAL RADIO 
TIMES SALES 


RADIO TIMES 


All enquiries to: ABAD OF ADVERTISEMENT DEPARTMENT, 
B.B.C. Publications, 35 Marylebone High Street, London, W.1. 
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ADVERTISER'S WEEKLY 


A free 
advertising site 
right in the 
shop itself... 


REDFERWN | 


ADVERTISING RUBBER MATS 


Catch her eye with your message just when she 
is about to buy! No wonder so many leading 
advertisers use Redfern Advertising Rubber 
Mats as the essential ‘reminder medium’ in 
their advertising campaign. These mats are 
welcomed by traders as useful furnishings for 
the shop—that’s why such valuable sites are 
80 freely and gladly given. Colourful, perm- 
anent and hardwearing, Redfern Advertising 
Mats can incorporate any trade-name, mark 
or slogan in a variety of colours, 


DOOR MATS, FLOOR MATS, COIN 


MATS, DARTS MATS, BOWLS MATS 
Write for folder * An Advertising Manager goes 
shopping with a Consumer’. It gives complete de> | sa. 
tails and examples in colour of these permanent Sindy 
‘point-of-sale’ reminders. Perhaps they couldl__"~ 
help to solve your sales problem, 


REDFERN’S RUBBER WORKS LIMITED 


WATIONAL ADVERTISERS’ DIVISION - HYDE - CHESHIRE 
TP yay Arthur Upton Service 


Prices are interesting— 


it's wise to quote them 


PERHAPS in the age when 
the horse reigned over the 
land there were people so rich 
and so snooty that they did not 
care about the prices of the 
things they bought, and never 
deigned to ask. Now, however, 
when the most the richest man 
can keep out of taxed income 
is about £6,000 a year and he 
is probably committed to 
spending all of that, there can 
be very few people indeed 
who do not consider price very 
early when contemplating a 
purchase. 


Not all wealthy 


Possibly nearly all those very 
few exceptions are customers of 
Storys, the Kensington furnishing 
store. If so perhaps Storys’ 
policy of not quoting prices in 
their latest folder is justified. 
But isn’t it a littlke pompous ? 
Indeed, not all Storys’ customers 
are wealthy it seems, since on the 
back page there is an invitation 
to use a deferred terms scheme 
(which presumably is hire pur- 
chase). 


The final effect seems to me to 
be an impression that Storys are 
80 expensive that they do not 
want to give prospects an oppor- 
tunity of comparing prices before 
they are in the clutches of a sales- 
man, though I am sure that it is 
not intended. 


Brian Hilton hopes that the cover 
design of “Mitchell Report” will 
be retained for future issues. 


By BRIAN HILTON 


An inside page of the booklet 
“Research at Sunbury” which 
tells of the work done at the 
Anglo-lranian Oil Company's 
establishment. 


always stand a chance of 
being) strong. 

The background of half the 10 
pages is the popular dusty pink 
on which squared up photographs 
are set with geometrical regu- 
larity. A telling touch is a nar- 
row white border between the 
pictures of furnished rooms and 
the pink background. The text, 
most of which consists of — 
tions to pictures, is set in Gill, 
still unbeatable for this kind of 
work. The job was produced by 
the Armstrong-Warden agency. 


* * + 


Even THe Galileans, 1,925 or 
sO years ago were surprised that 
the good wine should be kept till 
last. They knew, even then, the 
value of a favourable first im- 
pression. So I am surprised that 
the telling pictures should be kept 
until the later pages in Mitchell 
Report No. 1\-—The Moriston 
Dam Scheme. This is the first 
of a series of reports presenting 
various aspects of the work of 
Mitchell Engineering Limited. 

The report is well made, but 
I do est a good strong picture 

at the front. One other point. 

text is set in 12 pt. Plantin 
to 35 ems. This gives about 90 
characters to the line, or 34 
alphabets. It is generally 
reckoned that lines of text type 
should not exceed 2} alphabets 
unless leading is sufficient to 


generous leading in this report 
would have helped. It should be 


@ Continued on page 94 
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ADVERTISER'S WEEKLY 


* Is there Magic in a Million? * 


What The Reader’s Digest now offers 
advertisers is plain common sense 


IRCULATIONS can’t be properly assessed by 
size alone. A magazine edited strictly for reading 
will bring the advertiser other values—an_ intelligent 
readership, receptive to his message. 
Multiply that receptiveness by a million sale, which 
means several million readers, and you’ve an unusual 
combination. Here’s what it offers : 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite suc- 
ceeds in carrying conviction. In the normal struggle for hasty 
attention, it may be forced to shout its message, in big head- 
lines, brisk slogans. 

A good shout is a fine thing — it gets its effect. It often sends 
the customer in to buy. But it’s not really the way to tell a story 
convincingly —so that he, or she, will be proof against some- 
one else’s louder shout next day. 

In The Reader’s Digest you can speak persuasively and con- 
vincingly to several million people who make time for reading 
because they /ike it. By reaching a receptive audience of this 
size and character, you underpin with conviction the rest of 
your mass campaign, and add incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 
right for the job 


The Reader’s Digest is a well-proven medium for selling any- 
thing that, to the family or individual, represents an important 
purchase. From a camera to a holiday cruise, these purchases 
are pondered, planned. The advertisements are carefully 
studied—and nowhere more carefully than in this magazine 
edited for reading. 


With its million sale, The Reader's Digest gives wide cover- 
age of the “important purchase” market; deep penetration, 
too, since it is designed for thorough, leisurely reading by all 
the family. For many advertisers in. this field, it is a campaign 
in itself. 

3. To all advertisers—an exceptional chance of 
readership among people apt to influence others 
When the articles and stories in a magazine are edited entirely 
for people who can and do read —and love it, as the sales 
show! —isn’t it likely that, in this company, the advertise- 
ments, too, will have the best possible chance of being read? 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like to 
keep up with the world. They're interested in everything — the 
latest in science, in medicine, in many other fields. They are 
receptive to ideas. 

And, as such, they are a little more alert than others. In 
trying and buying new things, they are likely to lead, while 
their friends follow. : 


ADVERTISEMENT RATES — OCTOBER 1954 
£ 
Full page, black & white - 625 —‘Half-page, 2-colour 
“ . 4-colour - 750 
“page, black & white - 350 
“BUY-LINES”—Alison Grey's sensationally successful editorial- 
style feature. Rat> including art and blocks — £175 


Note that a 4-colour page costs only 20% above basic black-and-white rate 
—and 2-colour (any 2nd colour you choose) only 47, above. 10%, extra for 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, | ALBEMARLE STREET, LONDON, W.1. TELEPHONE: GROSVENOR 4738 
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ADVERTISER'S WEEKLY 


The Largest Circulation 
in the Area 


149,707 asc 


Flat rate 57/6 per s/c inch 


ELEVEN OF ENGLAND'S INFLUENTIAL 
WEEKLY NEWSPAPERS 


SOUTH COAST GROUP 


Lennox House, Norfolk Street, London, W.C.2., TEMple Bar 659! (3 lines) 


Joint Managers: C.CASSY & 5S.H. ROBERTS 


How “lady acts as a 


Travelling saleswoman 


This is the ay that circulates far more widely than 
official figures show. For instance, a reader in Kent tells this 


story of how one of “The Lady” trav 
and t y els regularly 


between England reland. She says .. . 


“I have been a reader of “The Lad * for the last 53 years 
and I think that you may be eecesnnd to hear how one copy 
makes a little travel route on its own, My daughter in Belfast 
sends me her copy, I give it to my daughter in Holland Park, 
who in turn gives it to her Nannie; Nannie takes it home to 
= — in pay oe T heen Mother passes it on to a 
end, who, when s it, posts i family i 
South of Ireland,” ey eee 


This regular reader supplies another proof that 
hidden “hand-on” chvdicion of “The Lady” is at least = 
times as big as the official one of 81,700, In fact, the full 
circulation of “The Lady” can never be pinned down in 
figures—this is one of those papers with that indefinable 
something which inspires reader loyalty and gives “The 
Lady” a much stronger pulling power is obvious at 
first sight. 
When you want to sell anything connected with fashion 
cookery, — and a furnishing, travel, the theatre or 
cinema, garde: or children’s interests, 1 - 
Lady” is the perfect saleswoman. Sere. 


Write to the Advertisement Manager, Miss G. E. Careless, 
The Lady Ltd., 39-40 Bedford St., London, W.C.2. 
TEM 8705/6/7 
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e PRINT REVIEW —continued 


“HIS WASTER'S Vale” 


Price 200 gyuimean 6 wm 


An exceptionally lush catalogue has recently been brought out by the 
Gramophone Company, Lid., to advertise “His Master's Voice” 
products. Here is one of the pages. 


remembered that a majority of 
people over 30 have defective 
vision. 

I do hope the cover design is 
retained for future reports. It 
is excellently proportioned. 

* * * 


SOME EMINENT book designers 
have declared that the type area 
of a page should not exceed one 
half of the page area. This, 
before the war made us mean 
with paper, was a rule com- 
monly followed, and margins 
were ample and balanced. 

Even more generous was the 
designer of Research at Sunbury, 
a 20-page brochure telling of the 
work done at the Anglo-Iranian 
Oil Company's research station at 
Sunbury. The 11 x 84 inch pages 
have an area of 3,366 square ems. 
The type area is 1,344 square ems, 
or 40 per cent of the page, on 
pages on which there is only type. 
Many of the pages, however, 
carry large bled-off pictures. The 


| proportions of the margins are 


interesting: top nine ems, for- 

edge 13 ems, foot 16 ems, gutter 

six ems. Type is 12 pt. Plantin, 

set to 32 ems and leaded four 

points. 
* * ” 

Way po jubilee books tend to 
be solemn? A jubilee surely is 
a joyous occasion, its publicity 
value need not suffer when a 


| jubilee book is celebratory, gay 
|} and a joy to read. There must 


even be a cheerfully human side 
to Tarmac, though one would not 


| think it when looking at Tarmac 


Ltd.'s golden jubilee book. It is 
a very solemn affair in covers of 
dark maroon textured board 
blocked in gold. The pages are 
printed in sepia and Venetian 
red on a cream stock. 

Of its kind this book is a 
competent example. 

But in my view it is the kind 
that gets put into a bookcase 
and remains undisturbed ex- 
cept by moth and silver fish, 
yet it could have been as ex- 
citing as a novel. 


Tor marks to W. Goodyear, 
Trocadero banqueting manager 
(or his advertising adviser), for 
an attempt to be different. To 
1,800 professional organisations 
within 20 miles of London has 
one a brochure got up like an 
invitation, complete with silk 
cord tie. 

* * * 


How 1 appreciate the clear 
thinking and frankness of an 
executive of the Goring agency 
who sends a mail order catalogue 
with this comment: 

“Obviously this catalogue 
cannot be considered as a 
classic piece of print, but then 
mail order advertising is only 
concerned with herd selling 
and it has always been found 
that the uglier and more force- 
ful the presentation the better 
it pulls.” 

That statement might need 
qualifying, but, and this is the 
point, the “ugliness” is deliberate, 
not the result of ignorance. It is 
to a great extent true that a cheap 
looking catalogue appearing to 
have been produced in great 
haste does suggest the bargain. 
Yet the writing of the hard- 
selling crisp and informative copy 
for such a catalogue is an expert's 
job—if only because he knows 
what to leave out. 

+ * 7 

IN CONTRAST, one of the lush 
jobs of the month is a vast bro- 
chure catalogue of HMV pro- 
ducts, Its 15 x 10 landscape 
cover is one of the largest areas 
finished in the Glassfoil (or 
similar) process that I have seen. 
This finish looks good if you 
like very high gloss ; its practical 
value is t it resists finger 
marks. 

+ * . 


Nore: Will somebody 
send me a job for which the 
typographer has not given the 
instruction—“Oh, set it in Times 
(or Plantin).” 
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Ever since the possibility of competitive television was first announced, Greenlys 
Television and Film Department has been growing steadily under the guidance of 
Drew Farish. 

It has been part of our long-term policy to employ a consultant, with freedom of 
action and a real, practical knowledge of commercial television, to explore and interpret 
developments and to advise clients. That stage has now been reached, and it gives us 
great pleasure to announce that Leigh Vance has joined Greenlys as TV adviser. 


Planning and creation will be the responsibility of H. Underwood Thompson, 


Merchandising & Creative Director. Leigh Vance and Drew Farish will be collaborating 


closely with him. 
4 
John McEwan 
.. ae. ” eae Joint Managing Director 


LEIGH VANCE 


The advantage of Mr. Vance’s advice to the advertiser is twofold—he combines 
a knowledge of television as it operates in this country with working experience 
of commercial services in the United States, notably with N.B.C., one of the 
two biggest networks in America. In addition he has scripted and produced 
television films. He knows and can judge the balance which will inevitably operate 
between British and American methods of presentation, and brings youth, 
Vitality and enthusiasm to the job. 

Mr. Vance’s services as consultant are exclusively available to Greenlys. 


DREW FARISH 


Mr. Farish, who entered advertising in 1935, 
joined Greenlys three years ago to control the 
specialised media division, which covers the use 
of film, poster and radio advertising, and has 
given personal attention to the creation of the TV 
Department. His thorough grasp of TV develop- 
ments has laid the groundwork for Greenlys 
service in this important new medium. 


GREENLYS 


GREENLYS LTD., INCORPORATED PRACTITIONERS IN ADVERTISING 


9 BERKELEY STREET, LONDON, W.1. Phone: GROsvenor 7971 
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ADVERTISER'S WEEKLY 


with reproduction qualities of the highest class, 
plus a drawing surface on the reverse side for 
pencil, pen or wash. 


DS DRAFTING CARD 
is supplied by the dis- 
tributors of Kodatrace 
and you are invited to 
send for descriptive 
leaflet and free test 
samples of both 


SOLE OSTRIBUTORS 


H. C. STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 


Telephone: HOL 6086 


THE 
SCOTSMAN 


The Scotsman is read daily by the most 
influential people in Scottish business 


and social circles. These readers have 


the means to purchase the quality goods 
and services advertised in its pages. 


SCOTLAND'S NATIONAL NEWSPAPER 


Member A.B.C. 
North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 


Public Relations 
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up its own public relations section. 


How the Post Office 


formed a tradition 


The General Post Gite was Ge faut govesmment department to sot 


An article in the current issue of 


the service’s magazine tells the story. 


most people admit that, in 
this country at any rate, 
public relations is still in its 
rompers. It has yet to reach 
the state of maturity whereby 
it can be classed as a calling 
with a background of history 
and tradition. 


Few public relations depart- 
ments, in fact, have yet reached 
the age where they can justifiably 
use the word “tradition” in con- 
nection with their day to day 
activities. 


Majority next year 


There are exceptions, however. 
An article in the current issue of 
the Post Office Magazine gives a 
reminder that the public relations 
department of the GPO will be 
reaching its majority next year. 
It was the first government 
department to have its own public 
relations section. 

“Tradition” forms the theme 
of the article which is written by 
Frank Alicroft, the assistant con- 
troller of publicity since 1949. 
“The department,” he says, “has 
a tradition and a sense of profes- 
sional pride second to none. Its 
tradition and pride can be 
summed up in the word ‘service,’ 
for it was brought into being to 
serve the other departments of 
the Post Office and the general 

blic for whose benefit the 

‘ost Office functions. 


Remote connections 


“Part of the department's tradi- 
tion is to give all possible in- 
formation, even on matters only 
remotely connected with the Post 
Office, and to consider and give 
reasoned replies to all inquiries 
and to all suggestions however 
fantastic they may seem. 
someone wants to know some- 


OSIAH Wedg- 

wood and Sons 
Lid. place great 
faith in the use of 
exhibitions in their 
public relations 
activities. Demon 
strations of the 
manufacture of 
their pottery are 
continually being 
staged throughout 
the country. Pic- 
tured here is a girl 
demonstrating the 
art of decorating 
Wedgwood plates. 


thing, he must have a reason for 
wanting to know it, and the 
tradition says that a reasoned and 
reasonable reply must be given.” 

And then again: “Tradition is 
bound up with history, and a 
less than 20 years is necessary t 
form a tradition if the back. 

ound and calibre of the mem- 

rs of an organisation have their 
roots firmly embedded in sound 
principles.” 

Public relations work at the 
GPO, however, really began one 
before April, 1934, w 
Post Office Circular vesanied 
establishment of a public rela- 
tions department. Mr. Alicroft 
has pointed out that the first 
public relations officer was 
appointed on October 1, 1933, 
and even before then, in the carly 
1920s, the telephone branch car- 
ried on a certain amount of 
publicity. 


Most forms included 


“The definition of the depart- 
ment’s functions was wide enough 
to include most forms of publicity 
open to a government depart- 
ment, and since the Post Office 
was the first department to have 
a PRD, a great deal of pioneering 
work had to be done,” the article 
continues. “The Post Office is 
unique among government de- 
partments in that it is not only 
a department of State but also a 
big business. Big business had 

lenty of experience in publicity 

t government departments had 
very little. There were no rules 
and no precedents. All that the 
new public relations staff had to 
guide them was the ideal of ser- 
vice and their enthusiasm for the 
new venture. 

“It was a measure of the de- 
partment’s success when, in 


@ Continued on page 98 
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What’s worrying 
Syngman Rhee?... 


ADVERTISER'S WEEKLY 


... the same thing . 
that’s making Molotov smile? 


Jaternational News Photos 


Influential people in over 100 countries 


keep abreast of world news through 


TIME 


Five separate editions of TIME, The Weekly 
Newsmagazine, with the same editorial con- 
tent, are published in English every week. 
One edition circulates only in the U.S. The 
other four—the International Editions—pub- 
lished simultaneously, are read by important 
people in over 100 countries outside the U.S. 
TIME’s net paid audited circulation exceeds 
2,000,000 copies each week. More than 903 
out of every 1,000 TIME readers hold impor- 


You can buy advertising space in just 
the editions you want, covering the world 
markets in which you are most interested 


tant positions in business, government and 
the professions. They look upon TIME not 
only as the best means of keeping abreast of 
international news, but as an introduction to 
the world’s foremost companies and pro- 
ducts. People around the world can read all 
the week's important news— including your 
advertising news while it is still news. The 
Advertisement Manager will be pleased to 
give you further information. 


Famous advertisers 
like The Rootes 
Group are using this 
powerful international 
medium to develop 
their world markets 


TIME Atlantic 

TIME Pacific . 
TIME Latin American 

TIME Canadian 

TIME US. 


The, Weekly Newsmagazine of the World 


TIME & LIFE BUILDING + NEW BOND STREET 


* LONDON wi Telephone : Grosvenor 4080 
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THE NORTHERN W' 


hates and Details from 
T STREET | EAD OFFICE 


ON E.C.4 BRIDGE St BELFAST 
: CENTRAL 9179 || PHONE: BELFAST 22884 


An Enquiry :— 


Commerce, a Publicity Magazine or to our own Clients is :- 


eh Can you advise us as to the Manufacturer of the 
Publicity Booklets in match form of : LADDER- 
STOP, PERFUME, LIPSTICK, STYPTIC, 
MOTH, FLOWER REFRESHING, MOSQUITO 
BITE, FIRST AID, ete. ae 


For your information, the Manufacturers are :— 


SUDDERICK & CO LTD 


25-27, SEFTON ROAD, WALTON, LIVERPOOL, 9 
Telephone : AINTREE 1357 


Established 

over 25 years 

they manufacture also a very 
wide range of give-away 
Publicity articles. The now 
indispensable plastic MILK 
BOTTLE OPENER, selling 
all over the world, is one of 
their lines. 


| cold running water. 


! 


| 1938, first 


its Controller, and 
then one after «nother of its 
staff were sent to ‘he Home Office 
Civil Defence department to put 
air raid precautions publicity on 
its feet. Many tales could be 
told of the work the representa- 
tives did there, the hours they 
put in, and the Post Office 
methods they introduced, all in 
that spirit of service which made 
up their tradition and profes- 
sional pride. 

“Now there are PROs in every 
region, and the idea of public 
relations has spread throughout 
the Post Office—and through 
other government departments. 
There are critics of the PRD as 
of all other departments. To 
those who refer to it as the 
‘Cinderella’ of the Post Office this 


+ brief article may indicate some of 


its achievements during its rela- 
tively brief lifetime—and anyway 
Cinderella was a hard-working 
little lady who ultimately won the 
prize.” 
+ * * 

N unusual item was issued 

by the news department of 
Scott-Turner and Associates Ltd. 
the other day. It announced that 
early one morning someone had 
heaved a brick through a men's 
shop in East Acton and had 
taken two nylon shirts made by 


almost 12 months previously 

another brick had been hurled 

through the same outfitter’s 

window and a Mekay poplin 
shirt stolen. 

“Mekay for me says style 
conscious London thief” was the 
catchline. Scott-Turner are the 
agents for Mekay. 


EVERAL PROs ag well as 

national newspapermen went 
to the opening of the new offices 
for Kemp's Commercial Guides 
Ltd. in Gray's Inn Road, London, 
last week. The press arrange- 
ments were handled by Mrs. Sally 
Legge. As well as the mayor o} 
St. Pancras, Cr. A. J. Bryant, and 
executives of St. Pancras Chamber 
of Commerce, she managed to 
get along personalities from the 
entertainment world like Joan 
Gilbert, Leslie Welch, Ann Gow 
and Helen Miller. The picture 
shows (left to right) A. C. Streat- 
field, PRO for British Railways, 
film starlet Ann Gow, the mayor 
of St. Pancras, radio star Helen 
Miller, and F. N. Carey, PRO 

for Guernsey. 


HE interior of the new sausage sampling van which has been 
put into service by T. Wall & Sons Lid., meat products manu- 
| facturers, of London and Manchester. The vehicle, a converted 15-cwt. 
| Morris Commercial, was first seen in Northampton and Kettering. A 
_ staff of two girls fry pork and beef sausages and chipolatas on four 
| rings fuelled by Calor gas. Free samples of sausages are to be given 
| to the public in order to introduce Wall's products to the Midlands. 
The van is equipped with an oven and fitted with a sink with hot and 


There is no reason to suppose that this attractive 
| method of bringing food products to the attention of the public need 


be confined to sausages. A wide range of possibilities opens up. 
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We are all looking forward to meeting you and talking 
business. Meanwhile we've been doing a lot of work that 
is going to help get commercial television off the ground. 
It might save us both some time at our first business 
conference if we gave you a brief report on what Erwin 
Wasey has to offer you and our television clients. 

We haven't gone in for any “window dressing’. We know 
from experience that what you have in the shop is much 


more important in the complicated, demanding world of - 


television advertising. 

Here is the team, now working for Erwin Wasey clients, 
which will be ready to co-operate with your own staff in 
helping this powerful new advertising medium to get away 
to a good start. 


The Television Plans Board 

These skilled, experienced advertising men have been busy 
formulating television plans, client by client, and product 
by product; plans which go far beyond a desperate desire 
to “get in on television”. Combining years of experience 
in media analysis, television planning and production, and 
general advertising, the Erwin Wasey Television Plans 
Board are carefully analysing both the promise and 
pitfalls. There will be no attempt to stampede reluctant 
advertisers into this medium. There will be, however, an 
expert presentation of the tremendous potentials in 
British television advertising. In short, our Plans Board 
are hard at work making sound plans—without panic—to 
make the most of every pound spent in television advertis- 
ing. We know you will agree that this kind of planning 
will give British television its greatest chance for speedy, 
healthy development. 


The Erwin Wasey Television Department 
Headed by a man with years of top-level experience in 
commercial television, (he has written and supervised 
hundreds of filmed and live commercials and programmes), 


open letter to a 
Television Programme Contractor 


Erwin Wasey’s Television Department includes complete 
facilities for producing storyboards and screening com- 
mercials. Direct contacts with television specialists \n 
other countries mean that our own people are in a 
position to show clients what has been done in their own 
or similar product fields, and to help them profit by the 
experience—and mistakes —of television advertisers else- 
where. Although equipped to produce storyboards and 
television ideas in the shop, our Television Department 
will always welcome the contributions of skilled “outside” 
specialists. Television always has room for good ideas— 
no matter where they are born, 

In the Television Department, you'll be glad to hear, we 
have people with experience in making films—particularly 
in translating advertising ideas into precisely timed tele- 
vision filmed commercials. These chaps will savecyou, sir, 
a lot of trouble by making sure that Erwin Wasey com- 
mercial prints are always top quality; are specially made 
for use on television; and are on time. If you wish, they 
will be glad to be on hand to co-operate with your own 
technicians to see that a good television idea delivers full 
value to the home screens of your viewers, And we are 
equally ready to plan, write, and produce live commercials. 


The Erwin Wasey Television Time Buying Department 


Erwin Wasey TV time buyers are already elbow-deep in 
preliminary coverage maps, and making plans to keep an 
accurate check on television audiences as television grows 
up. It will be their responsibility to work with your own 
contract-and-figure experts in keeping a clear light on what 
we begin with in television, and how we're doing as we go 
along. While we all realise that television may have to be 
something less than a “‘snap-up” from the stand point of 
cost-per-thousand at the outset —it’s an old Erwin Wasey 
custom to measure every advertising investment. And 
television will, in this respect, be no exception. 


So you see, Mr. Programme Contractor, we really are ready, willing and able to talk business with you 
on a business-like basis—just as soon as you say the word. 


We shall louk forward to hearing from you. 


ERWHIN 


WAS EY 


Brook House Park Lane London wi Telephone : MAYfair 8171 


Sincerely, 


COMPANY LIMITED 


ADVERTISER'S WEEKLY 
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a quoup of nine 


influential newspapers 


A.B.C. NET SALES 


Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST., ECA. 


For the local government market 
—your schedule should include 


Telephone GROsvenor 7452-3-4 


Display Advertising Offices, 21-22 GROSVENOR STREET, LONDON, W.! 
N (PWS) 


Now READY 
How to Sell Successfully by 


DIRECT MAIL 


By J. W. W. Cassels 


—first British book on direct mail IN 20 YEARS! 


@ WHATEVER YOU WANT to know about any aspect of direct mail selling or publicity 
this supremely authoritative and all-embracing Work explains to you in exhaustive detail 
Written by one of the country's foremost experts on the subject, it tells you: how to 
write letters that bring results ; how to compile, house and maintain your mailing lists ; 
how to plan and write effective leaflets, booklets, reply forms, and other sales aids ; 
how to handle enquiries and complaints ; how to time and test your campaigns ; how 
to choose the we print, paper, letterheads, envelopes ; how to collect money ; and so on, 
Complete case histories of no fewer than 27 successful direct mail campaigns, coupled 
with more than 200 examples of tested-and-proved 
letters and mailing pieces point the way to profitable 
direct mail selling for every type of business ; and 
the book contains the only country-wide directory 
to direct mail services and equipment and their 
suppliers available to-day. 
384 pages, 8)” x 5)” ; cloth bound ; gold blocked ; 
more t 100 illustrations. 


Orders ‘filled in strict rotation . . . 
Hundreds of pre-publication orders underline the 
pressing need for this book ; and the demand will 
almost certainly exceed the supply. To make sure of 
your copy — 


———«Fill in and Poit Coupon To-day —— — — — 


B. T. BATSFORD LTD., Booksellers 
15 North Audley Street, London, W.1. 


Please send me by return , SELL SUCCESSFU 
pimect MatL, for which invoice me on despatch at the post-free price of 22/- a copy. 


copy/ies of How TO LLY BY 


Name 
Address 


alo} 
Overseas: Cash with order, please 


100 
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Promising US market 
for UK advertising gifts 


According to an official report, the executive gift trade in the 
United States has room for a considerable volume of British 
products. Styling of such items must be of top quality and also 


HERE is undoubtedly a 
wide range of United King- 
dom products which are likely 


| to be suitable for the executive 


gift trade in the United States 
and the Board of Trade has 
recently released information 
on the market for the guidance 
of British traders. 

It is pointed out that there are 
no restrictions on the import of 


| giftware items into the United 


| an advertising medium) a 
| executive gifts, some specialising 


States and the only regulations 
which might be applicable to 
items imported for distribution 
as executive gifts would be those 
which apply to specific articles 
imported for normal retail dis- 
tribution. 

The giving of executive gifts 
is not confined to any specific 
region of the US. There are 
about 1,400 wholesalers handling 
advertising novelties (the less ex- 
pensive items for distribution as 
and 


in the one or the other. It has 
been estimated that the annual 
sales of executive gifts and ad- 
vertising novelties by these firms 
is in the region of $200 million. 
In addition, so-called “calendar 
houses” (originally specialising 
in the manufacture of calendars), 
sell an estimated $100 million 


worth annually direct to donors. 


Steadily rising volume 


Regardless of the accuracy of 
these figures there is no doubt 
that although the total volume 
is small compared with the gift- 
ware turnover of department and 
speciality stores, the volume has 
been steadily rising since 1946. 
Between 90 per cent and 95 per 
cent of the total volume of mer- 
chandise distributed as executive 
gifts is produced in the US. 

There are a few firms which 
specialise in imported giftware, 
some to the almost complete 
exclusion of American goods. 

Many of the imports are from 

West Germany and these goods 

are entering in quantity from 

Italy, France and Austria, but 

very little from the United 

Kingdom. 

Donors of executive ‘gifts buy 
them either from department 
stores, gift shops and speciality 
stores or, generally at lower 
prices from: 

@® Manufacturers 


®@ The 10 or so large calendar 
houses, which are the largest 
firms in the executive gift 
field. This trade, havin 
a as an offshoot o 
these houses’ original busi- 
ness of manufacturing calen- 


conform to similar goods made in the US. 


dars, now represents about 
half of their total sales. 
They make some of their 
own items but mainly buy 
from other manufacturers 
@The several hundred large 
advertising wholesalers, each 
employing 50 to 500 sales- 
men, some of whom restrict 
themselves to handling 
executive gifts, occasionally 
handling premium goods, 
while others deal in many 
types of advertising speciali- 
ties in an extremely wide 
price range 
® The balance of the jobbers, 
each employing from one to 
50 salesmen. These firms 
are sometimes more special- 
ised and handle smaller 
ranges of advertising speci- 
ality items. 
All of these firms, with the 
exception of the manufacturers, 
are potential customers for UK 


firms. 
Open to giving 


It has been suggested to the 
Board of Trade by one of the 
leading US importers of execu- 
tive gifts that the American busi- 
ness man’s mind is attuned and 
open to giving and receiving 
imported goods as gifts, there 
being a a on the part of 
the recipient of an imported gift 
that there has been special 
thought on the part of the donor 
in selecting it. It was empha- 
sised that it might be preferable 
if merchandise imported for dis- 
tribution as executive gifts did 
not compete directly with similar 
items of US manufacture and 
also that it might be advan- 
tageous if it was not being 
broadly distributed in the US. 
It was felt that there was poten- 
tial advantage where it could be 


said that the type of goods 
available from the UK had dis- 
tinct differences from the 


American product, in addition 
to being of better quality and 
competitively priced. 

On the other hand, there may 
be some reluctance on the part 
of the firms in the executive gift 
field to import from the UK 
because they believe that there 
might be difficulty on the part 
of British firms in maintaining 
original prices and in making 
prompt deliveries. Doubts have 
also been expressed as to whether 
competitors might not subse- 
quently take on the same item 
at a lower price. An importer 


might require an assurance that 
no other importer, at least in 
his part of the country, would 


@ Continued on page 102 
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This is a ROGtair... 


A Rotair is a revolutionary development of the 
‘abstract’ mobile. Like the original mobile it 
possesses the free power and fascination of 
perpetual motion. Unlike the ‘abstract’ mobile, 
however, the Rdtair makes practical use of free 
movement and original design to animate a sales 
message. The Blueco] Rotair illustrates the 
strong visual impact of ‘‘ Rétair design.” 
Perpetually powered by air currents, it 
becomes a brilliant point-of-purchase animated 
display —-at showvard cost! Today more 
than a million Rotairs are selling every 
type of product in 30 different countries. 


A few of the world famous R®dtair users include 
British Thomson-Houston Co Ltd * CWS Ltd 
Cadbury Bros Ltd Gillette Industries Ltd 
Thomas Hedley & Co Ltd * Hoover Ltd * Hovis Ltd 
J Lyons & Co Ltd Ronson Products Ltd 
Schweppes Limited © Shell Petroleum Co Ltd 
Spratt’s Patent Ltd * Trans-Canada Airlines 
Time-Life Inc - Messrs WD & HO Wills, 

Let us show you how we Gan translate your sales 
message into our medium. For further 
particulars and samples please contact The 
Miles Griffin Company Ltd, 4 Seaton Place, 
Hampstead Road, London NW1, Euston 3941/2 


RoGtair animation sells at showcard cost 
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SELL WITH 


THE TROUBLE FREE SALES-AIDS 


DECALOREX REAL PAINT ADVERTISING TRANS- 
FERS and the new DECALOREX DOUBLE-LIFE SELF- 
ADHESIVE STICKERS have the longest useful life for 
the lowest production and fixing cost of any material 
in use to-day, and their brilliance and density of colour 


compel lasting attention. 


Write or telephone for samples to-day—our Service 
Department will be pleased to advise and assist you. 
Portfolios of Samples are also available for Advertising 


Agents and their Clients. 


Other Decalorex Services (which are available singly or 
collectively), include a first-class Screenprinting Division for 
all types of advertising and display work, and a reliable Fixing 
Service throughout all highly populated areas in the United 


Kingdom. 


DECALOREX 
Point of Sale Advertising Limited, 
98, Wimpole Street, London, W.1. 
Telegrams : Decalorex, Wesdo, London 


Telephone : Museum 2366 


DECALOREX! 


it (NIE R 


it WOME 


LONDON. C. P. A. CRANE, 44, FLEET STREET, E.C.4. TEL. CEN. 6820 


| June 10 next. 


Participation 


Publicity bh 


Octoper 14, 1954 


in Canada’s 


big show paid dividends 


begun to boost the next Canadian Inter- 


as already 
national Trade Fair. aie © Se a 
sources, some exhibitors at this year’s event had quick and 


HE next Canadian Inter- 
national Trade Fair is to 
be held from May 30 to 
This year the 
event, held in Toronto, at- 
tracted over 25,000 business- 
men—all potential buyers. 
Symbolically the Fair came into 
being with the jet era, and there 


| is little doubt that if anything 
| new is made in machines or con- 


sumer goods—or even  jets— 


| before next spring, the 1955 CITF 
| will be a likely place to look 
| for it. 


Range of countries 


Nearly a quarter-million square 
feet of space was rented for the 
1954 event to the 1,431 exhibitors 
from 26 countries ; 505 Canadian, 
192 from the United Kingdom 
and 117 from the United States, 
with the other 23 countries send- 
ing 617. In order of space the 
leading countries were Canada, 
followed by the UK, the US. 
Germany, Italy, Sweden, Belgium, 
Austria, India, France, — the 
Netherlands, Japan and Ireland. 
Indonesia made its first appear- 
ance to sell the products of its 
80 million people. 

Nearly 23,000 of the business 
visitors were Canadians, with 


| another 1,839 visitors coming 
| from the US and 613 from the 


other 48 visiting countries. On 


= | the three public days, 33,765 per- 
| sons visited the show. 


The St. 
Lawrence Seaway project was 
also there, in miniature, for en- 
gingering firms interested in 
supplying equipment and for 
freight-conscious shippers to 
ponder on. 

The aircraft section, an innova- 
tion this year, was part of the 


programme for a better balanced 
Fair. One result of this was the 
publicity given to participating 
Canadian and other aircraft in the 
world’s press. 

Here are some CITF successes 
chosen at random. The late 
arrival of the South Korean ex- 
hibit at the Fair merited a 
special television interview, which 
led, amongst other things, to the 
sale of 3, brass candy bowls. 

One exhibitor of a new type of 
portable incinerator said his firm 
was completely delighted by re- 
sults. The unusually good calibre 
of visitor, and the results obtained 
at minimum cost, decided him to 
show again in 1955. 

A Canadian agent for United 
Kingdom bicycles said that in 
three days he “made contacts that 
would otherwise have taken six 
months,” deciding him on a re- 
turn appearance in 1955. A 
manufacturer of a new type of 
copying lathe was unable to cope 
with all the foreign orders taken. 


First day result 


A Toronto exhibitor of micro- 
meter gauges, making an average 
of 30 excellent contacts per day, 
sold $4,000 worth the first day, 
while a Canadian agent for 
Belgian punch presses reported, 
among other transactions, the sale 
of two presses to a British exhibi- 
tor and a harvest of 80 other 
serious prospects. A_ further 
example of this type of interna- 
tional trading was that of a 
French machine tool maker who 
reported selling an $85,000 
machine to an American buyer. 

This year’s Fair attracted 729 
news correspondents, of whom 30 
were from outside Canada. It 
was also widely publicised on 
television programmes. 


‘ MARKET ‘FOR UK AD GIFT S—continued 


be given an agency for the UK 


SILK SCREEN ARTS ro} 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-8 


HIGHEST GRACE 
CLEAN ) SHARP 
TAT) MANIHIP 


SPEEDY SERVICE 
\ EXPRESS 
DELIVERY 


The 
ae 


(Official Organ oc re a Farmers’ 


@B 


_ MEMeER OF THE 
| avolr coe 
| OF CIRCULATIO 


A.B.C. figures 
Jan. co June 1954 


26,971 


Belfast Office : 
18 Donegal! Square, East. Tel. Belfast 24397 | 


London Office : 
| 69 Fleet Street, E.C.4. Tel. Central $453 


" It has been emphasised that 


| once an item is included in a 


Wer ending farming publication 


catalogue at a fixed price the 
| importer must be able to rely 
on that price for at least a year, 
since it cannot without consider- 
able difficulty be changed during 


| the validity of the catalogue. 
, Moreover, US firms would need 


to be assured that the UK 
manufacturer or exporter could 
supply it in substantial quanti- 
ties where necessary. One firm 
has indicated that once an item 
is included in its catalogue it is 
being handled by approximately 
3,000 salesmen within 90 days. 


Another comment received was 


| that UK manufacturers 


quently offer too large a line of 
merchandise to the American 
executive gift importers. When 
an American company asks for 
details on one product it some- 
times receives a great deal of 
literature on additional items, 
which tends to discourage any 
purchase at all. 

It goes without saying that 
anything offered for the execu- 
tive gift market must be very 
carefully styled and at least come 
up to the standards of similar 
goods made in the US. There 
is no sure way of determining 
whether a product is suitable for 
the American market, but on 
many occasions merchandise that 
has been found satisfacto 
to quality and pee has 
rejected because of style. 
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What is ‘Printachrome’ ? 


‘Printachrome’ is yet another of Leon Goodman’s development in reproducing colour transparencies. 
contributions to making Point-of-Purchase advertising | Now you can buy full-colour transparencies for about 
cheaper and more effective. ‘Printachrome’ is a new 75% less cost. 


How is ‘Printachrome’ done ? 


It is advisable to have an original colour transparency § required. Whatever may be the type of colour original, 
made to start with. Alternatively an existing one, if the ‘Printachrome’ process then reproduces it on trans- 
suitable, can be used just as well. On the other hand _ parent plastic in colours of natural brilliance when 
‘Printachrome’ transparencies can be made from _ not illuminated—-and of quite startling attraction 
coloured artwork, litho or letterpress printing if | when lit up. 


Further advantages of ‘Printachrome’ 


Unlike other transparencies ‘Printachrome’ is durable, construction than that normally employed, This fur- 
strong and featherweight. Consequently it can be ther reduces cost, not only of the Displays themselves 
incorporated in illuminated boxes of much lighter but of transport. 


We would like to show you ‘Printachrome’ 


We are confident of a very great demand for this acquainted with the full details and effectiveness 
new and inexpensive natural-colour display. Conse- of ‘Printachrome’. All you have to do is to ring 
quently we suggest that you lose no time in getting © EUSton 5351 — or write to:— 


LEON GOODMAN DISPLAYS LTD 


119-125 WHITFIELD STREET + LONDON WI * EUSTON 5351 
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The New York Times The Wash 


Post Olarlo de la Marina 


Elite Suomen Kuvalenti Neve Zorcher Zertung Svenska 

Oamerne Troww La Prensa Zig-Zag Weekend Prtwure Magazine The 
Hyemmet Stockhoims-Tidningen Nassau Tribune Adressavisen The 
Tidende Uuss Suom: Neve Zurcher Zeitung Montreal Star Got 
Stockholms-Tidningen Trouw Hemmets Journal The Washington P 
Universal Viegwereld Aftenposten Weekend Picture Magazine Syds 


Oamene The 


w York Tunes Bergens Tidende El Espectador Hyemmet Ne 


Port of Spain Gazette Weekend Picture Magazine Bertingske Tidende De 
y 


Svenska Dagbladet Family Herald & Week 
byermmet Novedades Washington 2: it for 


jol-@ q 
wnes The Wash 

ag Weekend Fi 
Myemmet Stockholms Ti » Nassau Tribune 
Tidende Uusi Suom Ne 


Port of 
Swenske 


JOSHUA B. POWERS LTD. 
International Publishers’ Representatives 


WAITER TRAYS, 
SHOWCARDS, 


DRIP MATS, 
ADVERTISING 
POTTERY. 


Star Stavan 


ork Tunes Beriingshe 
oleborgs-Posten La ingemere 
ington Post Svenska ibladet Ef 
t Alt for 


14 COCKSPUR ST., 
LONDON, S.W.! 
WHITEHALL - 3366 


CREATIVE COLOUR 
PRINTERS - ON 
METAL AND BOARD 


REGINALD CORFIELD L® 


LOMBARD ROAD: MERTON: S.W.I9 


TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 


THE 


SUPERSCOPE 
REDUCER 


Copies of objects, posters, art-work, etc., 
can be made to any reduced scale. Trouble 
free and economical, Portable and com- 
act, weighs only 12 Ib., size 12” x 11", 

he SUPERSCOPE can be operated in 
conjunction with or independent of the 
SUPERSCOPE ENLARGER. The com- 
bined model illustrated forms a complete 
unit and allows every angle of a job to be 
undertaken. 


Details from : - | 

SUPERTOOLS(1951) Lid. 

Delta House, 30 Fauconberg Rd., 
London, WA. Chiswick 0384. 


In advertising and marketing, 
everything begins with an Idea, 


And every idea begins with an 
Individual —never with a team, 
group or comm ttoe. 


Whether it be a new-product idea 
like the ‘The Catarrh- Killing 
Toothpaste’... 


Or a product-improvement idea 
like ‘Bath Taps that turn with 
the Toes’... 


Or a merchandis ng idea like ‘ The 
7 - Day (al! different-flavours) Soup 


Or an adveriising -campeign idea 
like ‘ Bridal Whiteness’ .. . 


Or a snappy ad-headiine idea 
like ‘In Which We Curve’... 


It begins with an individual... it 
begins in the mind of a lone 
creative thinker. 


The Salec Prngpeetor 


—a new professional title registered 
by Barrington Bree, the eminent free~ 
lance Ideasman and Ad-Smith. 
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The role of the agency 


in commercial TV 


Great problems lie ahead for ady 


in connection 


agencies 
with commercial television. This article outlines the steps one 
agency is taking to solve them and in order to be able to offer 
a system of pre-testing programmes. 


By Our Television Correspondent 


COMPREHENSIVE tele- 
vision service for their 
clients, including audience re- 
action tests, has been planned 
by C. J. Lytle (Advertising) Ltd. 
“All our thinking on commer- 
cial TV,” says Dicky Leeman, 
head of the agency's TV division, 
“has led us to the conclusion 
that, important as we believe it 
will become, and different as its 
techniques may be, it will still be 
only one more media channel to 
he integrated with overall cam- 
paign strategies. For this reason 
we believe that, not only its 
administration, but in its essen- 
tial creative services as well, com- 
mercial TV will have to be 
furnished and directed from 
within the agency.” 

To this end Mr. Leeman will 
build around himself a creative 
and administrative team capable 
of handling the whole operation 
from programme idea to produc- 
tion floor. 


To compel attention 


In order to command its 
audience, the theatrical content 
of commercial TV will have to 
be better entertainment than any- 
thing seen so far in this country. 
And the commercials, to retain 
audience attention between the 
theatrical programmes, will have 
to be more attention-compelling 
than the theatrical programmes 
themselves. 

The commercials will have to 
achieve personality and impact 
in a very short space of time; 
they will have to be of good 
quality and taste, and above all, 
they will have to sell in such a 
way as to make the audience 
enjoy being “ sold.” 

This wedding of entertainment 
and salesmanship is not going to 
be achieved by the simple ex- 
pedient of adapting existing 
advertising-film technique. Suc- 
cessful as this technique may be 
with its “captive” audience, it will 
never hold people at home. The 
essential difference between 
films and TV advertising is 
that viewers are a_ free and 
restless audience. It may well 
be that the secret of holding them 
will lie in “audience participa- 
tion,” in capitalising on the fact 
that television is essentially an 
intimate thing, so much more 
human than any other medium. 

It may be that this intimacy 
will turn out to be a fragile 
thing, depending not so much on 
the character of the commercial 
or the personality of the artist 
rears. but on the performer's 
ability to project his personality 


when speaking, as it were, person 
to person. For this reason the 
less technical artificiality there is 
interposed between performer 
and audience, the greater his 
chance of success will be. 


It is possible, believe Lytle’s, 
that the convenience and security 
of committing commercials to 
film, will have to be abandoned 
in order to obtain the top-line 
performance of “live” shows. The 
difference between “live” and 
recorded performance is, largely 
psychological, but it is neverthe- 
less very great. 

“In all probability,” the agency 
argues, “we will find that th’s 
extra effort, allied to the psycho- 
logical effect on the viewer of 
knowing that he is actually 
watching something happen, will 
make all the difference in estab- 
lishing the vital intimate contact 
that is the essence pf good TV.” 


If in practice the demands of 
production are such as to pre- 
clude “live” performance, then 
some way will have to be found 
to capture the atmosphere of 
“live” performance, and convey 
it to the viewer. This will be one 
of the major problems facing the 
producer. 


Looked at in its broader con- 
text as part of overall marketing 
strategy, television presents many 
other problems. In all pro- 
bability it will be unlike any 
other medium in that the 
response it provokes is liable to 
be immediate, and may well take 
the form of telephone inquiry in 
the minutes immediately follow- 
ing the programme. Much 
American experience points to 
this fact, and recent BBC ex- 
periences, when greyhound racing 
was televised and bookmaker’s 
telephones were jammed, and 
when the appearance of a dog, 
doomed to be destroyed should 
nobody claim it, brought a flood 
of offers to give it a home, sug- 
gest that English audiences may 
react in precisely the same way. 

It may, therefore, be neces- 
sary for advertisers or agents 
to keep a telephone inquiry 
system open during programme 
hours. 

Ways will also have to be 
found to integrate commercial 
TV into the pattern of the adver- 
tiser’s retail promotion. 

Among the plans Lytle’s are 
making is a system of pre-testing 
programmes for audience re- 
action. This system will be used 
not only in this experimental 

riod—it will become a normal 
ieiees of the agency's TV 
service. 
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For outdoor advertising sites in Lancashire, 


Yorkshire, or throughout Great Britain 


BO 


offers “the pick of the bunch” 


Head Office: 112 HIGH HOLEORN, LONDON, W.C1. Temple Bar 2468 
Principal Branches: MANCHESTER, BIRMINGHAM, LEEDS, WATFORD, SOUTH COAST. Proprietors: ODHAMS PRESS LTD., G. L. McLellan, Director 
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UNBEATABLE POWER... 


The combined weekly A.B.C. sale of Odhams Big Three is 5,260,054. 
The total readership given by the LLP.A. Survey is nearly 15,000,000- 


9,290,000 of them women. 


Unbeatable figures these! Yet not the whole story. For to the tremendous ‘ 
numerical strength of the Big Three must be added their innate advantages 
of full-colour and long life, and of facing and next matter positions 


for every advertiser. 


Weigh it all up from every angle and the Big Three stand out—each a 
dominant leader, together an advertising force of unbeatable power—a 


complete national advertising campaign in themselves! Are you making 


the fullest possible use of them in 1955? 


.——— 


ttt 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2. TELEPHONE: TE 
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YORKSHIRE 


An Advertiser's Weekly Special Market Survey 


| A varied economy 


with a discriminating population 


Yorkshire is currently enjoying a high degree of prosperity with about twice as 
many vacancies as there are people looking for work. It is a region where careful 
advertising can reap notable rewards. 


6 ARD-HEADED _ York- 
shiremen”-—-and women 
are reputedly a _ shade 
keener on getting “value for 
brass” than people in some 
other parts of the country. 
Traders in the heavy woollen 
district of the West Riding 
will tell you that most of their 
customers live up to that repu- 
tation. They have to cater for 
families with memories of 
tlack time in the textile 
industry~-families that are 
trying to use their bigger wage 
packets to the best advantage 
as well as keeping an eye on 
the future. 
Such a family is that of the 
Sykes in Dewsbury. 


Agriculture and industry 


Apart from the textile indus 
tries, Yorkshire has an economy 
which includes agriculture, coal 
mining, iron, steel and engineer 
ing, together with the two modern 
ports of Hull and Middlesbrough 
Nevertheless, even as late as the 
summer of 1939, unemployment 
in the East and West Ridings 
totalled some 121,000, as com- 
pared with a figure of 13,500 or 
0.7 per cent of the estimated total 
number of employees in July, 
1954. For Great Britain as a 
whole in July, 1954, the corre 
sponding figure was 1.0 per cent. 

As the change-over from war 
to peace-time conditions took 
place, unemployment, which was 
averaging about 32,000 monthly 
in 1942, steadily declined to about 
16,000 in 1951, but the recession 
in the woollen industry-—a fall 
in activity shared by all textile 
industries at home and abroad 
contributed to a rise in unemploy 
ment figures to a monthly aver 
age of over 34,000 in 1952 4n 
accompanying table shows the 


Picture by the International Wool Secretariat 


World famous for its woollen products, Yorkshire has experienced 

many changes since the pre-war years. Harry Sykes, a power-loom 

overlooker in a woollen mill now enjoys a weekly income (including 

overtime) of about £13 Os. The operator shown above is engaged 
upon the winding of warp threads 


numbers of productive workers pared with December, 1950, of 
employed in the wool industry nearly 20.000 the later figures 
during the years 1946 to mid-1954. — indicate the recovery in employ 


The table reflects the steady 
expansion in employin at unl 
the end of 1950 when, alter the 
outbreak of the Korean” war, 
prices rose rapidly and produ 
tion was increased to meet artifi 
cially high demand, a demand 
resulting from “seare buying,” 
with the fear of shortages and 
even higher prices Later fol 
lowed the period of artificially 
low demand while former pur 
chases of woollen textiles were 
beine digested 

The fieures for December 
1951. show clearly the result of 
the fall in demand at home and 
abroad which brouelht about «a 
decrease in employment, as com 


-~--o. 


We put the 

spotlight on 

the Sykes 
family 


Our special research 
team outline the present 
economic situation of York- 
shire as reflected by the 
daily lives of an average 
family—the Sykes of Dews- 
bury. 

The Sykes’s story is here 
presented interspersed, in 
italics, by the findings of 
the research experts. In 
this way the background 
social facts of the county 
give point to the present 
living standards of the 
Sykes family. 
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ment although it was not com 
plete in all sections to 
December, 1950, level 
ever, reports available state that 
activity in the wool textile indus- 
try was at record levels by the 
end of 1953, accompanied by a 
boom in the clothing industry. 
Indices of regional economic 
activity, taken from the “Econo- 
mist,” reveal the tabulated situa 
tion, with figures for Great 
Britain as a whole included for 
comparative purposes. The year 
1948 is calculated at 100. 


Consumption of products 


The consumption of wool, and 
the production of woollen and 
worsted fabrics and blankets, is 
illustrated by an accompanying 
table. 


@ Continued on page 110 


Employment (including part-time workers) 
(thousands) 


Productive Workers (estimated) 
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The County of Continuous Prosperity 


has never been busier 
+ 


Sell to thriving Yorkshire 
through — 


THE YORKSHIRE POST 
THE YORKSHIRE EVENING POST 


An area campaign in themselves 


THE YORKSHIRE CONSERVAT;VE NEWSPAPER CO. LTD., LEEDS ! TEL. 32701 
LONDON OFFICE: 171, FLEET STREET, £.C.4 TELEPHONE: CENTRAL 9693 
DONCASTER OFFICE: SCOT LANE TELEPHONE: 4001 
MANCHESTER OFFICE: $, CROSS STREET TELEPHONE. BLACKFRIARS 0867 
BRADFORD OFFICE: BROADWAY HOUSE TELEPHONE; 21571 
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ADVERTISER'S WEEKLY 


Yorkshire 


Advertisers must offer 
‘‘value for brass ’”’ 


The decline in the years \95\ 
and 1952 is noticeable. 

Harry Sykes is a power-loom 
overlooker in a woollen mill, It 
was there, 30 years ago, that he 
met Emily, his wife, when she 
was working in the loom-gate. 
They married on a joint income 
of under four pounds a week 


1949 1950 1951 


East & West Ridings 


105 
Great Britain 105 


Harry had not then aspired to 
overlooker’s status. Both went 
on working until the first young- 
ster arrived. Now there is Jack, 
a motor coach driver ; Evelyn, a 
typist in a local rag merchant's 
office ; and Margaret, in her last 
year at secondary school. 

With some overtime, Harry's 
weekly income works out at just 
about £13 10s. a week, after de- 
ductions. Of this, Emily gets 
£10. Earnings in Yorkshire in- 


Indices of Economic Activity 


Annual Averages 


dustries are disclosed by the . 


latest Ministry of Labour 
for the region. 

As to coal-mining—and the 
wage earners on colliery books 
in South and West Yorkshire 
number some 140,000, or only 
about 25,000 less than the 
number of combers, spinners and 


gures 


1953 


ist 2nd 3rd 4th 
1952 Orr. Qrr. Qtr. Qrr.* 


itt 117 116 110 124 
112 5 116 112 123 


weavers in the woollen and 
worsted industries—weekly cash 
earnings in the first quarter of 
1954 averaged just over £12, 
with slightly higher earnings for 
workers at the face. In farming 
the average earnings of male 
workers, 21 years and over, in 
the year to March, 1953, aver- 
aged about £6 13s. in cash. 
Harry takes care of the mort- 
gage repayment and rates on a 
terrace house which has been the 


Although Mrs. Sykes, like most Yorkshire housewives of her age, 
cooks according to her own recipes, she admits quite frankly that 
she is always willing to try something new. 
keen reader of a certain woman's weekly magazine and why she 
When she 


studies with care the advertisements of branded articles. 


goes into a shop she likes to see a good display of commodities and 
is always willing to have her eye caught by an attractive package. 


Sykes’s home since 1946. That 
leaves him nearly £2 10s. a week 
for items like two ounces of 
tobacco, about 10s. worth of 
drinks at a local working men’s 
club and a weekly football or 
cricket match. 

He also pays 15s. a week into 


a holiday club to help foot the 
fortnight’s 
holiday for himself, Emily and 
Margaret—it usually costs £45 to 
£50 for the three of them. Pre- 
miums on his two personal life 


bill for the annual 


@ Continued on page 112 


That is why she is a 


“Scanning the Provinces’ 
should be made to 
R. H. PENNEY, 


Advertisemeni Director, 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED, 163, Queen Victoria Street, London, E.C.4. 


Enquiries regarding a limited 


number of FREE copies of 


’ 


4 


FOR ( HULL DAILY MAIL (evening) 


bundant Marketing information concerning Yorkshire 
Lincolnshire is contained in the 1954 edition of 


| 3 Se anning the Frovinces’ 


‘ “ Scanning the Provinces *’ not only concerns itself with the Counties of Yorkshire and 
hd Lincolnshire, but is packed with vital factual marketing information about 70 important 
rie towns and districts situated throughout 24 Counties of England and Wales. . . . It deals with 

ait more than 100 individual classifications and enumerates thousands of references upon such 
subjects as RETAIL OUTLETS, EMPLOYMENT, TRANSPORT, FINANCE, HOUSING, 
LOCAL GOVERNMENT, INDUSTRIES, GAS, ELECTRICITY, WATER, INCOMES, EDUCA- 
TION and POPULATIONS, to name but a few—a reference book of 220 pages (11” x 8”) 
essential to all contemplating or engaged in planning Provincial Advertising Campaigns. 


| 
| 
or | YORKSHIRE & LINCOLNSHIRE TIMES (weexcy) | 

GRIMSBY EVENING TELEGRAPH 
GRIMSBY SATURDAY TELEGRAPH ! 
LINCOLNSHIRE ECHO (evenine) | 


Telephone CENtral 6000 


and 
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Overall coverage 
gives Kemsley’s 


‘edge’ in Sheffield 
and District 


The unrivalled position held by the two Kemsley 
Sheffield newspapers will make a sharp appeal to 
those who want to get the most out of this rich 
area. The SHEFFIELD TELEGRAPH and THE STAR, 
the only newspapers published in the city, have 
achieved their important position by studying 
the needs of local readers, and supplying them 
as no national paper could. 


THE STAR’S coverage of 88% of Sheffield homes 
needs no comment. The coverage of 43% offered 
by the SHEFFIELD TELEGRAPH deserves special 
mention. For a middle-class medium as 
selective as the SHEFFIELD TELEGRAPH, this figure 
must represent something approaching 100% 
readership amongst the influential classes. 


The economic balance of the area, referred to 
by Kemsley’s, is of obvious importance to 
advertisers. Sheffield is the fifth city in England; 
produces half the total value of Britain’s steel. Its 
diverse industries include the manufacture of 
confectionery, industrial and household chemicals, 
and the canning of fruit and vegetables, It is the 
marketing and distributing centre of one of the 
richest farming communities in Western Europe. 

Editorially, the SHEFFIELD TELEGRAPH and THE 
STAR give helpful clues to the South Yorkshire 
and North Midland character. On this count 
alone they ate well worth studying by all those 
concerned with the selling of goods and services 
in this market. 

Kemsley’s rightly stress the intense reader 
trust owed to both newspapers. Reader loyalty is 
demonstrated by these growing circulations : 


RISING NET SALES 


Sheffield Telegraph 
January — June 1954 103,226 


July—December 1953 102,855 
NET GAIN OVER SIX MONTHS 271 
The Star (Sheffield) 
January — June 1954 194,540 
July—December 1953 189,634 


NET GAIN Over sixmontHs 4,906 


ADVERTISER'S WEEKLY 


—_ eh Cregraph 


nc, SUSPEND T WESC NLESS.. 
Me To ts evenness * 


ar .s 


Short cut to a ‘rich market 


The SHEFFIELD TELEGRAPH and THE 
STAR lead the advertiser to better 
business in the prosperous South 
Yorkshire and North Midland area. 
These two important newspapers are 
widely read and respected by both the 
industrial and farming communitics 
which, together, guarantee the sound 
economic balance of this market. 
The readership of the SHEFFIELD 
TELEGRAPH is, in the main, composed 
of the well-to-do middle classes, 
including business executives and 
farmers in the surrounding area, and 
skilled workers, who are today one of 
the best paid sections of the com- 
munity. The SHEFFIEID TELEGRAPH 
circulates effectively within a 25-mile 


FOR PRODUCTIVE ADVERTISING USE 


Sheffield Telegraph. 
The Star (Sheffield) 


radius of the city. In the city itself 
its circulation achieves a coverage 
of more than 43% of households, 

Kighty-eight per cent of Sheffield’s 
households are covered by THE STAR. 
This influential evening paper covers 
all classes; but its greatest value to 
advertisers lies in its large lower 
middle-class, and skilled working- 
class readership. 

The SHEFFIELD TELEGRAPH and 
THE STAR ate the only papers pub- 
lished in Sheffield. Their readers are 
regular readers, intensely loyal. This 
is important. Make use of these papers’ 
unique position and of their reader 
trust and you will do a better selling 
job in this rich market. 
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ADVERTISER'S WEEKLY 


At the Heart of 
the County — 


The Yorkshire 
Evening Press 


and the 


Vorkshire Gazette s Herald 


WEEKLY) 
—the amalgamation of the 
“Yorkshire Gazette” and the “Yorkshire Herald” 


These two powerful newspapers 
— published in York, giving 
intensive coverage of the city 
and reaching far into the Ridings, 
especially the North and East 
Ridings — provide an effective 
and economical choice for both 
local and national advertisers. 


Head Ovfice 


9 CONEY STREET, YORK 


Telephone: YORK $3051 


ERNEST LUMSDON, London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD 
167-170 Fleet Street, E.C.4. (Tel. CENtral 3265) 
Leeds Office 


M ALBION PLACE, LEEDS, 
Tel. Leeds 24998 


Manchester Office . 
MIDLAND BANK HOUSE, 26 CROSS S1. 
MANCHESTER 2. Tel. Blackfriars 393) 
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Yorkshire 


insurance policies take 9s. 6d. a 
week. 

About those holidays. 

Harry believes in switching his 
holiday venues—he has, in fact, 
tried a fresh resort each year since 
the war. Emily leaves the choice 
pretty much to him, and young 
Margaret, and the pair of them do 
some pretty serious research into 
the subject around January and 
February. They like to go 
through the special holiday pages 
in dad’s morning and evening 


| papers (one of cach) and spend 
| quite a bit of time with the rail- 


way guide books. In the end, 


| dad sends for the official guide 


and accommodation list for the 
selected resort, and Emily is 
called in at the finish to OK the 
general arrangements. 

Jack puts in a fair amount of 


| overtime, especially during the 


summer, and draws an average of 


| just over £9 a week. He gives 


his mother £3 a week for his 


| board. 


How money compares 


Evelyn, at 22, is paid £6 Ss. a 
week and pays her mother £2 5s. 

There, then, is Mrs. Sykes’'s 
total income—rather more than 
£15 a week. How does it com- 
pare with, say, 20 years ago—and 
how is most of it spent ? 

Well, employment in the textile 
trade in the middle 30's was only 
just picking up after the 
depression during which Harry, 
although never totally unem- 
ployed, had had his share of 
short-time working. 

Emily had little to spare for 
luxuries out of about £3 10s. a 
week and four of them to keep 
and clothe. It might run to a 
week-end at Blackpool, certainly 
not a few days’ seaside holiday. 


Careful choosing 


To-day, like the rest of us, Mrs. 
Sykes has things to say about the 
cost of living. And although her 
financial problems are by no 
means what they were, even just 
before the war, she has made a 
habit of “picking and choosing” 
(as she puts it) in her weekly 
purchases. 

A measure of the change in 
average weekly earnings (in 
shillings and pence) since pre-war 
years is reflected in the table on 
page 115. 


@ Continued on page !14 


yarn setting on a 
new locomotive at the 
Darlington North Road, York, 
works of the North Eastern 
Region of British Railways. 
Apart from the textile in- 
dustries, Yorkshire has an 
economy which includes agri- 
culture, coal mining, iron, 
steel and engineering, to- 
gether with the two modern 
ports of Hull and Middles- 
brough. The people in this 
important regional market 
have memories of difficult 
times and although things 
are different now they insist 
on value for money. 

Modern industries have, of 
course, come to Yorkshire. 

A £15 million modernisa- 
tion and extension scheme 
for the Appleby Frodingham 
Steel Company has recently 
been completed; the Shef- 
field firm of Edgar Allen & 
Co., Ltd., has completed its 
new tools factory and also 
the re-organisation of the 
shops in the engineering de- 
partments. A new works in 
Sheffield has been opened by 
Joseph Gillot & Sons, an 
associate of Rubery Owen 
group. This latter will make 
high speed and other special 
steels—including steel for the 
BRM racing car. 

In short, Yorkshire is hav- 
ing its full share of the 
nation’s unprecedented pros- 
perity. 


Wool Consumption and Production 
(monthly averages) 


Con- 
sumption Woollen 
of Wool Yarn 
(clean) 


1953 
1954 Uune) 


Woollen Worsted Blankets 


Worsted Fabrics Fabrics delivered 
Yarn delivered to delivered to to 


wholesalers wholesalers wholesalers 


m. 4: yd. m. sq. yd. m. sq. yd. 
22:8 


3 
5 
4 
3 
4 
3 


* Six months average. 
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ADVERTISER'S WEEKLY 


A matter of fact... 


in a solid chunk of England 


ROM every point of view, the West Riding is 

large, and its marketing potential is larger 

still. Extending almost across England (from 

Goole 30 miles from the East Coast) to Sykes (10 

miles from the West Coast) it prosperously sustains 

34 million people by the diversity of its industry 
and agriculture. 


Industrially, it is one of the most impor- 
tant engineering and mining areas in the country, 
yet at the same time it is the Kingdom's second 
largest producer in almost all branches of farming. 
Commercially, its woo! and textile manufacturing 
needs no emphasis, and its ready-made clothing 
production is the largest in the world. 


It is, however, of the utmost significance 
to note that out of its population of 34 million, 
approximately 1} million live in towns which do not 
publish their own Evening paper. 


It is in, and amongst these towns, as well 
as Leeds itself, that the Yorkshire Evening News 
has built up its large circulation, and from a mar- 
keting point of view, it is most important to re- 
member that these towns are well separated 
throughout the Riding. Daily publishing, therefore, 
has presented many difficulties and that is one 
reason why the Yorkshire Evening News has been 
printed and published simultaneously in Leeds and 
Doncaster (30 miles apart) for many years. 


In view of these conditions, it is obvious 
that an economic coverage, worthy of this huge 
market's potential, can only be obtained by the 
FULLEST USE of the Yorkshire Evening News. 


This is borne out by the fact that the 
largest and most discerning stores in Leeds and the 
surrounding towns always use the Yorkshire 
Evening News, in addition to any other media they 
may be using. 


To cover the West Riding whatever other media you use 
you must always include the Yorkshire Evening Vews 


YORKSHIRE 
EVENING 


TRINITY STREET, LEEDS, 1 


NEWS... 


2 SALISBURY SQUARE, E.C4 


PROVINCIAL NEWSPAPERS LIMITED 
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ADVERTISER'S WEEKLY 


Advertisers whose names 
are known to all 
housewives today had 


NATIONAL POSTER 


CONTRACTS 


with 
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SHELDON 


HOUSE, 


“Cleckheaton 
and Spenborough 
Guardian” 


“Hockmondwike 
Herald” 


Price 4d. each 


NET SALE 
JANUARY to JUNE, 1954 


13,447 


Audit Bureau of Circulations 


Skeldons Itd 


@UEEN STREET, Leeps 


In the centre of the thickly popu- 
lated West Riding of Yorkshire. 
A hive of industry. Good wages 
and living conditions. Flat rate for 
trade advertisements 7s. 6d. per 
inch. Public notices and auctions 
15s. per inch. Cinema advertise- 
ments on back page 10s. per inch. 
London Office 
E. GREENWOOD, 


Thanet House, 231 Strand, W.C.2. 
Phone Central 2994 


Head Office Cleckheaton 441 


Yorkshire 


Octoper 14, 1954 


The beach at Runswick Bay. Harry Sykes believes in switching his 

holiday venue and does not take his family only to north-eastern 

resorts. The whole family likes to go through the special holiday pages 

in the morning and evening newspaper and also to spend time with 
the railway guide books. 


Not all of the money increase 
is a net gain, as retail prices dur- 


= the period have risen con- 
side 


rably. However, a compari- 
son of earnings and of retail 
prices, expressed in the form of 
indices, shows that earnings have 
increased at a faster rate, with a 
consequent net gain in real 
income and spending power. 


The grocery bill 


Emily and Harry have always 
liked “a good table,” and the rest 
of the family also have healthy 
appetites. For this reason the 
grocery bill is not very often less 
than £2 15s. a week. Usually she 

ys about £1 5s. for meat. 

arry, Jack and Evelyn have 
canteen lunches, but husband and 
daughter look forward to hot 
meals in the evening. 

They eat about 7s. worth of 
fish each week. They also like 
home-baked bread—and, unlike 
most folk these days, they get it. 
That costs Mrs. Sykes more for 
gas, but she is keen about cook- 
ing, anyway, and the first thing 
she did when they took over their 
present house was to have the old 
cooking range replaced by a 


modern fireplace. She saw a gas- 
cooker demonstration advertised 
in the Dewsbury Reporter, and 
went along. She was suitably 
impressed and ordered a model 
there and then. 

Her gas bill works out at about 
8s. a week. 

An examination of the recent 
figures published for the value of 
sales by large retailers in June, 
1954, as compared with a year 
ago, shows that the north- 
eastern region conforms to the 
pattern of the country as a 
whole. A table in this survey 
reflects percentage changes in 
sales by comparison with the 
previous year (large retailers 
in the north-east and Great 
Britain). 


Non-food spending 

This table indicates that in 
non-food merchandise expendi- 
ture in the north-east, both in 
June and during the earlier part 
of the year preceding June, was 
higher than for the country as a 
whole. In food and perishables, 
expenditure was lower. The 


@ Continued on page 115 


Average Earnings in the Last Officially Recorded 
Pay Week for the Region 


Industry 


over 
s. d. 
Chemicals and dyes sia 197 8 
Iron and steel melting... 218 8 
Iron foundries ous 200 9 
Blast furnaces ile: ad 205 2 
Sheet stec! manufactures ... 215 5 
Tools and cutlery ..... 192 6 
Woollen and worsted ‘ie 181 6 
Tailoring (ready-made and 
wholesale bespoke) ... 180 3 
Grain milling... .. .. 177 7 
Harbour, dock and canal... 188 7 


o 

s. d. s. d. s. d. . a 
87 65 97 4 62 3 178 8 
21 «0 102 9 -- 207 2 
si 6 104 1 65 2 183 (1 
90 10 -- as 201 6 
93 3 110 4 _ 203 4 
4 2 9% 9 49 1539 
a 69 103 7 7% 7 14 3 
R 6 100 1 61 4 110 5 

10 9 0 o 0 161 2 
$2 1 91 10 _ 183 06 
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Yorkshire 


differences in stockings, girls’ and 
children's wear and jewellery are 
noticeable; but the north-east 
appears to have spent less on 
sports goods, toys and cycles and 
on almost all classes of food. 


Ideas for dishes 


Incidentally, Mrs. Sykes, like 
most Yorkshire housewives of 
her age, has her own standing 
recipes, but she admits — 
frankly that she is always willing 
to try something new. 


keen of a 

woman’s wi magazine and 
the daily paper's feminine 
f gets most of her 


Women's magazines, particu- 
larly the weeklies, have a high 
readership in the north-east. 
National dailies are strongly re- 
inforced in area coverage by the 
local press: in Yorkshire there 
are three long-established morn- 
ings and 10 evenings with inten- 
sive home coverage. In_ the 
densely populated Leeds-Brad- 
ford area, with its population of 
1,692,000, there are two mornings 
and five evenings (including those 
published in Huddersfield and 
Halifax). The largest of these 
evenings has a coverage of 14 per 
cent of the entire pe wh popula- 
tion of the north and north-east. 

Additional coverage is provided 
by the powerful weekly press. 
Yorkshire possesses 70 weeklies, 
with six groups or series of 
papers, having up to a maximum 
70,000 combined circulation. 


Coupon cutting 

In fact, Harry often laughs and 
playfully accuses Emily of being 
“Dewsbury’s champion coupon- 
cutter.” His wife candidly admits 
that she really enjoys collecting 
labels carrying a trading bonus or 
dividend. For example, for 
several weeks she directly helped 
the funds of the chapel which she 
and Harry attend by cutting off 
the tops of soap packets—inci- 
dentally, she does all her own 
washing by electric machine and 
spends about 6s. a week on deter- 
gents. She sent to the chapel 
bazaar funds the rebate she 
received from the soap firm. 
Harry remarked that there 
seemed to be a_ considerable 
increase in the number of soa 

ckets on the kitchen shelf. 

mily’s reply was to the effect 
that she had to keep the house 


hy iif 


& 


Picture by Harraresser’s Journal 


Evelyn, a typist in a local rag 
merchant's office, insists upon 
looking well, Like the young 
lady shown above, she spends 
time and money to ensure that 
her hair style conforms to current 
fashion. Evelyn's expenditure 
upon cosmetics and such things is 
largely governed by the ver- 
tising that is brought to her 
notice. 


clean and anyway it was all in a 
good cause ! 

She buys her husband's suits. 
She knows nearly as much about 
good cloth as he does and she 
always accompanies him when he 
makes his choice—perhaps every 
15 months or so. She also pays 
for his shirts, footwear and 
underclothing. 

In an area which produces so 
many of the goods sold by 
clothing stockists, it is hardly sur- 
prising to find that the number 
of clothing outlets per 10,000 per- 
sons, in the Ridings and the West 
Yorkshire conurbation, exceeds 
the national average. This is also 
true of grocers, other food re- 


tailers and caterers; chemists, 
hairdressers and furniture 
stockists. 


Just now, a television set is on 
the Sykes's tapis. 

The various members of the 
family have been discussing the 
merits of this receiver and that. 
It wouldn't be like the Sykes 
to go along to a shop and buy 
the first set they saw. Catalogues 
—three picked from the counter 
of a local radio dealer and two 
mailed at the request of Mrs. 
Sykes (who liked the look of 
some models illustrated and de- 
scribed in a recent Radio Show 
supplement in the Leeds evening 


@ Continued on page 116 


Youths Women 
and 18 and Girls — All workers 
Boys over 
s. d. s. d s. d. . a 
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ADVERTISER'S WEEKLY 


These 4 Bradford 


newspapers provide the 
dominant se/ling force 


in West Yorkshire: 


** THE YORKSHIRE OBSERVER 


MORNING; 29,8697 A.B.C. 


** TELEGRAPH & ARGUS 


EVENING: 123,046 A.8.C. 


** OBSERVER BUDGET 


WEEKLY: 15,076 A.8.C. 


* YORKSHIRE SPORTS 


SATURDAY: 104,175 A.8.C. 


Whatever your selling aim in West Yorkshire these 
four newspapers bring to it their own powerful 
influence throughout this major area. There is no 
substitute for them. Ask your man on the spot. Ask us 
for the complete West Yorkshire story. 


HEAD OFFICE: 
HALL INGS BRADFORD 


Telephone : Bradford 29511 


ERNEST LUMSDON, 


London Advertisement Director, 


Westminster Press Provincial Newspapers Limited, 


167-170 FLEET STREET, LONDON EGS 


Telephone: CENtral 3265 
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Doncaster Chronicle 


‘The Popular South Yorkshire Weekly 
COVERS DONCASTER AND DISTRICT 


MEMBER AB.C 


Long known to shrewd space-buyers 
as a proven builder of sales in South 
Yorkshire for the product designed 
to appeal to the family of average 


income. 
J 
Head Office: SCOT LANE, DONCASTER 
Tel. 4001 
London Office: 171, FLEET ST., E.C.4 


Tel. Central 9693 


Here, tone on tone 
As subtle as the colours mix 
in good West Riding cloth 
They show tradition bred 
from stone and wool 
And recognised by those 
who know 


The real from the shoddy goods 


BURNSALL — _ R. C. Sériven 


HESLOCK LTD. 


for over 30 years — in the Yorkshire tradition 
Incorporated Practitioners in Advertising 
5, ST. PAUL'S STREET, LEEDS | 
Telephone 30447 (2 lines) 
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paper which they read) are being 
studied. The order will be placed 
presently. 

Television licences in York- 
shire at June, 1954, numbered 
323,818, an increase of over 
18,000 on the previous quarter. 


Buying a shirt 


Jack, for the record, reckons he 
spends about a pound a week on 
clothes—-he buys good-quality 
suits and smart shirts. And his 
shirts and collars are made by 
one particular firm. 

He sampled one of their 
products after reading an ad- 
vertisement in a men’s maga- 
zine he was idly scanning 
over a snack in a transport 
canteen down the Great North 
Road. Jack remembers it was 
a distinctive style and he liked 
what he bought. 
he has asked more or less 
automatically for shirts made 
by that particular house. 

One might think Jack bad 
enough of the road in his work- 
ing day. In fact, he is quite a 
keen cyclist—not one of these 
all-out clubmen, but a more-or- 
less lone rider who can afford a 
good machine for occasional 
week-ending and holiday tour- 
ing. Because of the nature of his 
job, he 


actually does more 
cycling in winter than in 
summer. He paid £35 for a 
lightweight bicycle in March 


last year. He takes two cycling 
journals weekly, and since ne 
does not stint himself in little 
luxuries in the way of fit- 


Men Youths 
21 and and 
over Boys 


1938, Oct 100 100 
1953, Oct 274 33 


EARNINOS 


8 and Girls 


* Monthly average, 1938. 


Picture by Corsetrry and Underwear 


Emily Sykes, with good money to spend on carefully selected items 
every week in the year, admits that as a rule she buys things that 
have heen pretty well advertised in some way or another. 
other women, she is much attracted by window displays. 

was staged by Schofields Ltd., of Leeds, during Corset Week. 


Like many 
The above 


The Sykes family like to see a 
town well illuminated and they 
agree that a town without neon 
signs would be a dull place in- 


deed. Quite apart from their 

advertising value, they brighten 

up the place. This Claudgen 

sign picks out the showroom and 

sales offices of Newton Chambers 
& Co., Lid., of Sheffield. 


ments and accessories, he likes 
to see what is new and different 
in the advertising columns. On 
his travels he takes a camera, 
quite a good one he saw adver- 
tised second-hand in the local 
paper. 

Five years ago, when he was 

@ Continued on page !1!7 


Comparison of Earnings and Retail Prices 


Retain 
Prices 


All workers All goods 


100 100 100 100° 
315 351 301 _ 227 
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Arrived :— 


With cargo :— 
1953 :-— 
average ... 


ist quarter .. an 
2nd ‘ 
With, cargo'and in ballast: = 


21, he wrote for a life assurance 
pro us which he saw adver- 
tised in the daily paper which he 


himself reads. premium 
which resulted costs him about 
9s. a week. He neither drinks 
nor smokes. 


Increase of savings 


In addition to the increased ex- 
penditure in retail shops, the re- 
port of the National Savings 
Committee for the north-eastern 
region shows that gross savings 
were increased in the year ended 
March 31, 1954. In 1952-3 the 
region raised £75.9 million, or 
7.9 per cent. of the national total; 
in 1953-4 the sum raised was 
£78.9 million, or about 78 per 
cent. of the higher national total 
of £1,016.6 million. 


On her weekly buy-in, Mrs. 
Sykes takes quite a fair propor- 
tion of regularly - advertised 
goods. and every other 
member of the family, for in- 
stance, are never tired of break- 
fast cereals. They had rarely 
tasted them until one day about 


News 


The paper that covers the 
Textile and Engineering 
area midway between 
the cities of Leeds and 
Bradford. It is the only 


publis: 
for — iehty 7 dcipel 
has been 
advertising Fn om 


Head “fice: 
LOWTGRE, Hwess, _ re | 


Tel : PUDSEY 3050 


Port Traffic at Hull and Middlesbrough 


i386 701 


three years ago. Mrs, Sykes was 
on her way to the shop. She 
stopped to talk to a friend and, 
as they chatted, she casually 
noticed a man pasting up an ad- 
vertisement for a certain cereal 
on the poster site across the other 
side of the road. 
morning, 


Most of Evelyn's weekly sur- 
@ Continued on page 118 


Picture by Cycling 


| Jack Sykes is a motor-coach 


driver and it might be thought 


| that he would not be keen to taxe 


the road again during his off-duty 
periods. In fact he is quite a 
keen cyclist and takes two cycling 
journals a week, He does not 
stint himself in little luxuries in 
the way of cycling accessories and 
for that reason there is no closer 
student than he of the journals’ 
advertising columns. 
Jack reckons to spend a pound 
a week on clothes and he concen- 
trates his — upon quality 
ems. 


ADVERTISER'S WEEKLY 


Isaac Walton, who “never let them get 
away", we hope, exercised his art in 


waters not far from Sheffield. There 
must be “something” in the air of 
Sheffield district that has taught us how 
to fish for sales so effectively that Boulters 
continue to grow in direct proportion 
to their clients’ successes. We should 
like to earn the approval of one or two 
more firms in cither the consumer or 
industrial product field. Pass us 
your “‘licence” and we will 
happily go fishing with you. 


H. E. BOULTER PUBLICITY LTD. 
INCORPORATED PRACTITIONERS 
IN ADVERTISING 
152 PRINCESS ST., SHEFFIELD, 4. 
PHONE: 42831/2 


TESTED - and PROVED 


Established since 1898, our continuance throughout 
the years indicates satisfactory service to our clients. 
The experience accumulated during these 56 years is 
at your disposal. 


For YOUR ADVERTISING consult 


WILLIAMS’S 


ADVERTISEMENT OFFICES 
29 KIRKGATE, BRADFORD. Tel. 25755 


One of the oldest agencies in the country. 


SAMSON 


SHEFFIELD 


HARVEYS 
ADVERTISING 


io 
LTO. 
28 CRESCENT ROAD, 


SHEFFIELD 7. 
Telephone $241} 


* —— ee pon + a 
. F., 
_ 
es = SC oe 
a 
— 4 ; 
Hull Middlesbrough c 
a 
a 
“A . a 
a 
Quarterly average nee oss i bie 1,242 724 ( t A my 
1954 :— ' . g “a 
ieee... | ae os no pleat Angle | 
i po URSA” sp ves tse 1,265 673 cy 
is om a 4 
9 a 
Ist quarter ... ie ave oie ae ot $60 462 7 
Se ae ee 610 43 f 
he” ~ dimen ceeeealaml i 
Quarter aS ar ae oh 1,208 787 FE 
1954 >— “ — : 
ist quarter ... sine eee on nee A , 
A 
ee | 
display of the same product and : 
decided to try a packet. She has ‘ 
bought three packets weekly . 
ever since, 
a , 
mae 7 
‘ 
5 ae ce ie e a 
, oe ae 7 
co Roa ee Z 
4 F | : pe | A pe ‘. 
, tye a a 
bs, ee, eee . a 
ee ee 7 
——— ia ‘ 
Ss Raa 
= A: a a “SIT 1 7 
tanningley | aa cis 7 
ma 6 ares pa 
ee a 4 
a | @ ! 
: LAYOUT . LETTERING 4 
RETOUCHING q 
| SCRAPER BOARD : 
| - DRAWING \ 
| a | | WALTHAM STREET - HULL. | fp 
“a 
HG seein = he ' si ; o ce a fee Ti aa > : ee, Sta, ee] ” eo ber ty PA te 


Pipettes ake 


ADVERTISER'S WEEKLY 


ADV 


The Wiharfedale and 


Airedale Observer 


The Shipley Times 
and Express 


The Pikley Gasette 


These three papers cover the | 


circle of towns and rural 
villa; lying between Leeds, 
Bradford, Harrogate and 
Bolton Abbey. 


PUBLISHED BY 


Wm. Walker & Sons (Otley) Ltd. 


VICTORIA WORKS, OTLEY 
London Office: 69 FLEET STREET, E.C.4 


Tariff rates on request 
Combined Circulation Over 25,000 


COMPANY REGISTRATION 


Private Limited Companies for the Adver- 
tising, Publishing and Allied Professions 
formed within eight days. 

Full obligution-free particulars 


gladly 
upen receipt of written or ¢ ne 


Pulham Broad 
beta ory Tat rity 


Tel. Ho 


ERTISING 


East and West Ridings 
of Yorkshire? 
North Lincolnshire? 


No campaign is complete 
without the four papers 
comprising the 


GOOLE 
TIMES 


Series 


Est, 1853 FRIDAYS 


@ GOOLE TIMES 

@ SELBY EXPRESS 

@ HOWDENSHIRE GAZETTE 
@ DONCASTER & THORNE 


| London Office: 


E. W. PLAYER LTD. 
30/32 Fleet Street 


Tel.: Cen. 2786/7/8 


| Head Office: 


* Times "’ Buildings 
Goole, Yorks 


Tel.: Goole 266/7 


Jack Sykes takes care of his appearance no less than his sister. 


He 


is guided in his buying of personal accessories almost wholly by the 
advertising he sees and because he has a considerable sum of money 
to spend he is a worthwhile target for advertising. This window display 
arranged by Remington to boost their new shaver is just the sort of 


thing to which Jack pays attention. 


He also reads the classified 


advertisements which appear in his local newspaper. 


plus (after paying her board) 
usually “goes” in this way: 

A pound into the Post Office 
savings bank; 10s. into the firm’s 
holiday fund; 15s. on clothes 
and stockings—she watches a 
woman's journal pretty closely 
for anything novel which is 
either written about or adver- 
tised; and 7s. 6d. hire purchase 
repayments on a radio receiver 
she bought for her own private 
“reading and listening” sessions 
in her bedroom. 


Magazine success 


She says she “fell” for a 
model whose colour and design 
first caught her fancy in a 
“glossy” magazine advertise- 
ment. 

Then there is a half-crown 
for a cinema seat and, every 
alternate week, 3s. for a dance. 
She turns automatically to the 
local paper for her film guide. 
During the amateur play season 
she makes a regular round of the 
local societies’ shows although 
she herself has never yet “ap- 
peared,” as she puts it. She 
likes to read the criticisms of the 
plays she has seen done and she 
gets these in the Reporter and 
also in the Dewsbury District 
News—the Sykes family have 
taken both for years. 


The Cinema influence 


Total cinema admissions in the 
East and West Ridings in the first 
quarter of 1954 were 31,797,000, 
a percentage decline of 2.6 com- 
pared with the first quarter of the 
previous year. This decline may 
well be temporary, however, since 
the effect of new technical devel- 
opments, such as the exhibition 
of 3-D films, is first felt in areas 
such as London and the south 
where the large circuits pre- 
dominate. 

Evelyn has 


no permanent 


| male escort—yet. But she always 


looks smart and “home perms” 


and cosmetics account for about 
7s. 6d. a week. She agrees that 
just about everything she buys 
under these headings has been 
well-advertised—and that she 
enjoys reading such advertise- 
ments. 

There, then, is a general picture 
of at least one family in a busy 
area of industrial Yorkshire—in 
a town with fewer than 150 men 
on the unemployment register. 

Obviously, advertising in one 
form or another impinges on each, 
member of it. Even young 
Margaret has just been allowed 
a little extra “spend” to order 
one of the three newly-announced 


@ Continued on page 119 


Emily and Harry Sykes have 
always liked “a good table’ and 
the rest of the family also have 
good appetites. The weekly 
grocery bill Emily has to settle 
is seldom below £2 15s. She 
carefully surveys the shops into 
which she goes and counter dis- 
plays get her attention. This dis- 
play carton has recently been 
designed by W. S. Crawford Ltd., 
for Maconochie Foods Ltd., as a 
shelf or counter dispenser for 
Pan Yan pickle. It holds a dozen 
jars and is printed in brilliant 
red, yellow and green. 
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One of the best 
of the Provincial 
Agencies 


CHARLES 
WALLS 
& PARTNERS 
LIMITED 


35 MORLEY STREET 
BRADFORD 


BRADFORD 
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North-West Yorkshire 


and fringing the Lancashire 
border. An Area UN- 
TOUCHED by any other 
local WEEKLY Newspaper 


the 
(Skipton) 


CRAVEN HERALD 
& PIONEER 


+ 

+ 

, 

, 

, 

* circulates in over 80 Towns 
* and Villages, covering a 
+ prosperous Agricultural Dis- 
* triet — also pockets of 
+ Industry in Textiles and 
i Engineering. 
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A.B.C, Figures 
JAN.—JUNE 1954 


17,892 


Ask for our Break-down figures ! 


No Scheme aiming to Cover 
YORKSHIRE effectively 
can afford to OMIT the 
Craven Herald & Pioneer. 


A trial is always worth while. 
Head Office: Skipton, Yorks. 
London Office: 53 Fleet St. E.C.4. 
Telephone; Central 4968 
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Yorkshire 


children’s newspapers. She had 
read all about it in daddy's 
daily; and a certain stamp firm 
does regular business with 
Margaret. She is a keen collector 
and saw this firm's offer in a 
“teen-agers” ” magazine. 

Let Emily Sykes, with good 
money to spend on carefully- 
selected items every week of the 
year, sum up this family’s adver- 
tising-reaction. 


Remembering the item 


“1 don’t always ask for some- 
thing because I've seen it adver- 
tised—or at any rate because I 
remember I've seen it advertised. 
But the funny thing is that often 
when I get home, one or another 
of the family will say, ‘What's 
that you've got there, mum?’ 
rll take something out of my 
basket and our Evelyn will say : 
‘Oh, yes, I saw a big advertise- 
ment for that in the paper.’ Or 
maybe Jack will remark, “That 
stuff’s on all the bill hoardings’ 
in such 


through. But I must admit that 
as q rule I buy things that have 


Facilities throughout the area 
provide excellent poster coverage. 
In the densely populated West 
Yorkshire conurbation heavy 
poster coverage can be obtained 
with the use of 338 16-sheet 
posters; light coverage by 169 
such posters. 


Percentage Changes in 


“And as for my coupon-cutting, 
as Harry describes it— well, that's 
really all the result of advertis- 
ing, isn’t it?” 

Such is the impact of planned 
advertising on a thrifty, intelligent 
Yorkshire family, one with what 
is called in the West Riding “a 
good going-on.” 

Recent reports from Yorkshire 
show that the output of the wool 
textile industry, ahough remain- 
ing good, is tending to level off, 
but is still maintaining a steady 
output slightly below that of last 
year. Perhaps a truer presenta- 
tion of the industrial scene is to 
be found in the employment 
situation. 

There are at present twice as 
many vacancies as there are 
people out of work ; such vacan- 
cies include 1,700 in engineering, 
870 in steel and 2,300 in building 
and civil engineering. As an 
example of the shortage of labour, 
employees are being transported 
daily from Hull to Leeds. Invest- 
ment and extensions in the iron, 
steel and engineering industries 
are continuing. 


A £15 million modernisation 
and extension scheme for the 
Appleby Frodingham Steel Com- 
pany has recently been com- 
pleted; the Sheffield firm of 
Edgar Allen & Co. Ltd. has com- 
pleted its new tools factory and 
also the reorganisation of the 
shops in the engineering depart- 
ments. A new works in Sheffield 
has been opened by Joseph Gillot 
& Sons, an associate of the 

Rubery Owen group. 


Value (North-East and 


Great Britain) 


Women's and children’s wear ... 
Women's outerwear 
Women's underwear _ oan 
Women’s stockings and socks .. 
Millinery, haberdashery .. 
Girls’ and children’s wear 
Dress materials . ; 
Men's and boys’ wear 
Footwear ... qe 

(Goods) ... i. 

(Repairs) ... vad jee 
Furniture and furnishings ou 
Furniture and bedding ... oes nap 
Furnishing fabric and household textiles 
F'oor coveri: a” +. Jas ese 
Hardware, radio and electrical goods ... 
Chemists Dies é gee / 
Books and stationery ~ , 
Jewellery, leather and fancy goods 

Of which jewellery ; pe 
Soorts goods, toys and cycles ... 


Total non-food merchandise 


Foop AND PeRisHasLes 
Bakery pee : o> eos 
Wines, spirits, beer and minerals 
Fresh meat ine oan ive 
Pish, poultry, game and rabbits 

Fresh milk we nae oe 
Fruit, vegetables and flowers 

Sweets and chocolate , iid 
Tobacco and tobacconists’ goods 

Café and restaurant - se 


Food and perishables 


North-East 
June, 1954 
(Cc l 


Great Britain 
June, 1954 


« 

weekly sales 

Feb. to June, 
1954) 


weekly sales 
Feb. to June, 
1954) 
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and who in Yorkshire is fully in- 
formed and equipped to deal with 
these two powerful methods of 
propaganda ? 


ADVERTISING LTD. 


have formed their own radio and 
television department, which is 
already responsible for numerous 
radio programmes and is actively 
planning commercial television for 
a number of their larger clients. 


Incorporated Practitioners in Advertising 
Members af The Advertising Assoc., The 
Audit Bureau af Circulations, The Direct 
Mail Assor., The Retail Trading Standards 
Assoc. 


Head Offices: Grattan House, Mount Pres- 


ton & Virginia Road, Leeds 2, Telephone 
Leeds 50641 (5 lines). 
London Office: 96, Ebury Street, $.W.1. 


Telephone: Sloane 0787 (2 lines). 
5946 
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Trade and Technical Press Viewpoint 


Meat trade considers anti- 


fat advertising campaign 


HE main theme of a 

national advertising cam- 
paign envisaged for butchers 
would be the counteracting of 
the anti-fat mentality. 


This was made clear at a recent 
meeting of butchers in Mansfield, 
Notts, reported by Meat Traders’ 
Journal. A member of the execu- 
tive council of the butchers’ 
national federation, F. A. New- 
ham, put it this way: 

For nearly 15 years the public 
had béen deprived of fat and 
again there were so many who 
had lost the taste for it. There 
was also another detrimental 
effect on the trade—the medical 
profession to-day appeared to be 
advising the public to eat only 
lean meat. Also, when meat 
advanced in price the public had 
begun to think there was no 
obligation to take any fat meat. 


Effect on price 

“ The time has now come,” he 
said, “ when we must do some- 
thing to counteract what has 
grown up in the minds of the 
public. If the public don't want 
to take any fat with their meat 
then the price will have to 


lic will accept fat 
with their its.” 


On the question of a national 
advertising scheme generally, he 
said no one seemed to have 
bothered about advertising meat, 
yet it was most important. He 
wanted a scheme to be taken up 
by each association, and it could 
be done we 4 and with excel- 
lent effect. © was amazed to 
have heard some delegates at 
conferences say that an adver- 
tising sc would be expen- 
sive. Done properly it would 
cost little or nothing, and even 
then the expense would be borne 
by the local associations ; it was 
just simple publicity. 


Fruit trade progress 


Next step in this campaign for 
a campaign will be a motion for 
debate at the bi-annual confer- 
ence of the federation. 


Meanwhile, the fruit trade 
does not appear to be making 
much progress with its projected 
~ or national publicity for 
ruit and vegetables. The Fruir 
Trades’ Journal has observed: 


“Long-suffering members of 
the fruit trade may be forgiven if 


By SCRUTINEER 


they returned from their summer 
holidays expecting a cut and 
dried plan on their desks to raise 
money for fruit and vegetable 
publicity, The topic has been 
under consideration for so long 
now that hope may well have 
expired and enthusiasm waned 
since the day, some 15 months 
ago, when members of the 
National Federation of Fruit and 
Potato Trades passed an enthusi- 
astic go-ahead motion at their 
annual conference. 


“Despite the absence of any 
surface motion, things appear to 
moving slowly down below... . 
No doubt a statement will soon 
be issued from the national 
federation to explain more pre- 
cisely what has been happening 
since its president presented his 
interim report last May at the 
Harrogate annua! meeting.” 


* * * 


OR the first time in the recent 
history of Corsetry and 
Underwear the journal ran a 
seven-page photographic corsetry 
feature. y has it not been 
done before? The editor, John 
Moyes, answers the question b 
pointing out that it is a difficult 
and specialised subject. 
“The glamorous advertisements 
which appear from month to 


Distributors are 
listed in this attrac- 
tive advertisement 
for the products of 
Durie and Miller 
Lid, The item 
appeared in the 
“Shoe & Leather 
News” and the 
“Shoe & Leather 
Record.” 
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month,” he wrote in the Sep- 
tember issue carrying the feature, 
“prompt one to ask why there are 
no editorial photographs on 
similar lines? It must be 
—- out that in our case we 

ve to photograph at least 15 
garments to make a feature and 
our time is limited. Also, very 
few manufacturers would be pre- 
pared to make up a special corset 
for an editorial feature. 

“After such explanations, and 
nearly 21 years of life, Corsetry 

Underwear now feels com- 
petent to tackle such an important 
subject.” 

How did C and U go about 
the matter ? 

The editor has stated that he 
was impelled to undertake the 
venture “by the fact that many 
leading corset manufacturers of 
well-known branded garments are 


: oF Me ee eas 7 


spread of the special seven-page photographic corsetry 
feature which lately appeared in “Corsetry and Underwear.” This 
was the first time in the recent history of the journal that such a 
venture had been undertaken and the hope is that it proves the 
publication is fulfilling its proper function in the life of the industry. 


A double 


stating that they have a size 
range which includes all types of 
figure. We took them . x, this 
remark, and sending t the 
measurements of several models, 
with varying bust, waist and hip 
sizes, asked them to provide the 
girls with garments. They did so, 
and it can be seen from the 
photographs on the following 
pages that the corsets did really 
fit the girls well. 


Fulfilling the function 

“This surely proves that the 
claim of the manufacturers has 
merit; also, we hope, it proves 
that this journal is now fulfilling 
its proper function in the life of 
the British corsetry industry.” 

+ + + 


FURTHER ssidelight on 

national publicity schemes 
for wage TO gs — the 
Outfitter, whi reprima’ its 
readers with a leader headed 
“You should care more.” At the 
same time, the opportunity is 
taken to stress once again the 
importance of the trade journal. 
The editor writes: 

“*T couldn't care less’ was an 
expression which came about 
during the war-time years in the 
services and which unfortunately 
could be used by certain members 
of the trade to-day. There are 
those in the retail who couldn't 
care less about any joint promo- 
tion which is put forward for the 
trade betterment. Their attitude 
is that they prefer to stay in 
splendid isolation. This can be 
understood for the exclusive type 
of shop, but the ca ne fait rien 
attitude when taken up by a 

eneral firm is often a sign of 
=e For the majority of 
outfitters it is an excellent thing 
to join in such promotions as Tie 
Week and Style Fortnight and 


@ Continued on page 124 
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HEDLEY, BYRNE & CO. LTD. 


POR 
D. TRAPOW & CO. LTD. 


Manufacturers of the 


‘NEWMAN’ 
LABELLING 
MACHINE 


to reach makers of preserves, 
pickles, milk products, soup, 
pastes, etc. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W.|1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 


clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 

MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


TECHNICAL GROUP 


CORROSION 


TRCHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND 6YNTRETIC) 
PAINT MANUPACTURE 
WORLD ChROPS--aTOMICS 
FOOD MANUFACTURE 
POTTERY AND OLass 
BUILDING MATERIALS DIGEST 
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| Technical Print Review 


From the old-fashioned to 
the modern—in S. Africa 


T is a queer thing but many 
commercial organisations 
fail to realise not only the 
selling power of good printing 
design, but that, in the main, it 
costs no more to have good 
printing than bad. The setting 
is much the same and certainly 
the machining costs do not 
differ. 


In recent years we have seen 
a number of remarkable printing 
transformations, and the latest 
comes from South Africa. So 
interesting, indeed, 
transformations of the printed 
ublicity of the Natal Building 

iety of Durban that I have 
nner to devote this feature to 
them. 


Younger directorate 


The advertising manager, John 
W. Guy, tells me that at one 
time the society was the last word 
in conservatism, but now a 
younger directorate, in conse- 
quence, has other ideas and its 
printed material is that much 
more attractive. 

Before letting the examples 

ak for themselves, I would 
like to point out that there is 
more to come than a mere 
change from drab old-fashioned 
printing to bright, modern, well- 
designed material. I think these 
Natal Building Society examples 
provide a wonderful example 
of how print design has pro- 
gressed in recent years. 

Now for the examples. 

There are the letterheads. The 
old letterheads were set in very 
thin script, badly printed, and 
that awful type, mostly known as 
Plate Gothic, which looks like a 
sans serif but is not, Also, in 
real nineteenth century style, 
everything was included on the 
heading-——-even the office hours. 


Much cleaner heading 


The new heading is much 
cleaner and is priated blue and 
black, with Egyptian and sans 
faces, It now has quite a modern 
air, but it could really do with- 
out that trade mark. If that were 
removed the lines would have to 
be ranged differently of course— 
and perhaps it would be better 
to have a completely new design. 
While not wishing to criticise 
what is, after all, quite an accep- 


@ Continued on page !23 


On the right are representations 
of the front covers of the annual 


reports for 1950 (top), 1951 and 
a 1952 (bottom). 
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PAINT 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 
formed publication in these indust- 
ries. It is read by all the technical 
and commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B.C. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
tive advertising medium. 


JOURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 
pe to 83-6, Farringdon St., 

ndon, E.C.4, Phone: City 4788/9 


... ON BUYING POWER 


IN THE ENGINEERING 
INDUSTRIES 


“The Engineers’ Digest”’ 
is definitely read by tech- 
nical executives who 
decide the buying of 
materials andequipment 
in the leading engineer- 
ing concerns in Great 
Britain and overseas. 


Ask for particulars of 
our coverage of the mar- 
kets in which you want 
to sell. 


ENGINEERS 
DIGEST! 


120, WIGMORE STREET, 
LONDON W.!. 


Telephone 
WELbeck 9357 & 6263 
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e TECHNICAL PRINT REVIEW —continued 


Left : The 1953 annual report cover. 


& 


Right: In 1954 the artist enters 


the picture. 


table heading, 1 would suggest 
to Mr. Guy that he studies some 
of the annuals of international 
advertising art which are just 
coming out. He will then see 
the new tendencies in letterhead- 
ing design. He might study these 
and take his letterheads a step 
further forward, as he has done 
with the annual reports of the 
company. 

The annual report “before and 
after” is quite startling. 

The 1950 model could easily 
have been the 1850 model 
with its out-moded black letter 
type and funereal border. The 
1951 report must have shaken the 
shareholders somewhat after a 
diet of the 1950 type. 


Use of Bodoni 


Printed black on a light choco- 
late brown with some of the type 
in reverse, good use is made of 
the Bodoni family and various 
widths of rules for the border, 
all carefully mitred. That was 
daring enough, but in 1952 they 
went all eay with a lighter brown 
cover, really modern decorative 
borders, rules (plain and swelled) 
and Rockwell Shadow in reverse. 

This is going a little too far in 
the other direction. 

Be gay and decorative by all 
means, but do not use every typo- 
graphical device there is. Those 
swelled rules could have been left 
out, for example, 

Then we jump back to sim- 
plicity in 1953 with the use of 
Albertus and decorative elements, 
in plum red on grey. This 
in my opinion is the best of the 
series. And so we come to 1954, 
and here the artist enters the pic- 
ture for the first time (except for 
the little trade mark). There is 
still a penchant for Egyptian 
faces, but the design is mostly art 
work—brown on green. 

I do not know whether Mr. 
Guy is aware of the fact, or 
whether his designers con- 
sciously follow world trends— 


general trend in graphic arts 

design over the last few years. 

Consider these covers in the 
light of what has happened and 
is happening in the United States 
and Europe. First there is the 
horrific, non-designed cover which 
everybody (or nearly everybody) 
wants to change. Then there 
comes a realisation that printing 
can be beautiful and effective, and 
that there are such things as good 
type faces, borders and reverse 
printing, for example. Then de- 
coration goes to the head. Then 
a quick switch back to simplicity, 
but not the repellent, functional 
simplicity of the thirties—good 
type faces and a certain amount 
of decoration being used. Finally 
the artist pushing the typographer 
out of the way. The 1954 cover 
is nearly all art work, and if the 
world trend is followed, next year 
the cover of the report should be 
artist-designed with free lettering 
—of.a calligraphic nature. Like 
to think about that, Mr. Guy ? 

I cannot reproduce here the 
many interesting pieces of printed 
matter Mr. Guy has sent but I 
should mention one of the 
society's advertisements. I think 
it is an excellent example of 
typographic restraint. One type 
family only is used (Gill 
sans), yet by the use of various 
weights the message is put over. 


Artist now predominates 


Thus ix can be seen that an old- 
fashioned printing programme, if 
it can be dignified by that name, 
can be brought up to date, and | 
am intrigued by the way in which 
the change has taken place. The 
artist is now predominant (per- 


haps not permanently) in US and | 


European graphic arts production, 
and it would be most interesting 
? on 5 ee or at least 
the ata ildin Society 
follows this tena. . 

May I say that I have received 
a number of interesting specimens 


from readers, and they will cer- | 


tainly be dealt with in future 
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© TRADE PRESS 
SURVEY —continued 
the Get Ahead—Get a Hat cam- 


j money is being spent 
in putting over these ideas. Also, 
participation in such promotions 
often adds to the goodwill of 
one’s business. If a customer has 


doing nothing about it. 
versely, he will be pleased to 


ORMALLY a quick turnover 

of advertised goods is better 

than the slower sales of unadver- 
tised lines, even though the latter 


cerning co-ordinated selling. 
should be remembered, continues 
the article, that the profit is at 
the bottom of the container and 
the more containers emptied the 
greater the profit: 

“It is, of course, presumed that 
a fair margin is allowed and the 
manufacturer is not using his ad- 
vertising merely as a lever to 
force orders from unwilling 
stockists. 

“It is common experience for 
members of the public to go 
from shop to shop in a vain 
effort to find a newly introduced 
line. “We can't stock everything’ 
is often the reaction of the re- 
tailer, but it is certain that more 
effort can easily be made by 
many ironmongers and hardware 
dealers to keep up to date. Tele- 
vision and the women's journals 
give wide publicity to goods that 
the ironmonger should handle 
and an eye on these media can 
be well rewarding. 

“Co-ordination of effort is 
essential if manufacturer and re- 
tailer are to obtain maximum 
benefit from national publicity. 
Far too many retailers yobs 
publicity material too freely 
without a thought o/ its value to 
their business. Finely produced 
backgrounds and cut-outs are 
left to litter stockrooms and ex- 
pensive showeards only find 
their way into use as draught ex- 
os any of these sales 


“The pity of it is that so many 
distributors do not seem to realise 
that this waste is not only depriv- 
ing the manufacturer of the 
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material as publicity aids, but is 
standing in his own way to 
uicker and more profitable sales. 
The lighting and ting season, 
in this unseasonal land, ts already 
on us. National and local pub- 
licity will be widespread. 
Nationalised industries will be 
competing with private enterprise. 
Let the ironmonger take full 


A NEW development in 
the textile industry 


was recently reported at 

t length, both in the 
~ oy are and through 
the 6 news services. 

The trade press got it 
first, however. 

As the advertisement ¢ 
manager of the ‘Textile Re- 
corder” C. Humphreys, has 
pointed out, ‘‘we reported 
(che) developmentas 


as last October 
and, indeed, carried an ad- 
vertisement describing the 


system in last month's 
issue.”’ 

The devel is the 
Ra drawing system 


which offers many advan- 
tages to spinners through- 
out the world. it es 
the number of operations 
to be reduced, cuts 
down on operators, saves 
40 per cent of floor space 
reduces waste by up- 
wards of 50 per cent. 
it is yo ing,” 
concludes Mr. Humphreys, 
“to be able to place on 
record once: again, the 
valuable services being 
rendered to indus = 


advantage of all that will come 
his way to help promote sales and 
manufacturer, retailer and con- 
sumer will all benefit.” 


* * * 


HE editorial of the current 
issue of Paper Box and Bag 
Maker was devoted to an “on the 
target” criticism of a letter which 
appeared in the Financial Times 
denigrating the fast growing prac- 
tice of self service retailing and 
the pre-packaging of food items. 
As the editorial pointed out, 
pre-packaging did not result from 
the establishment of self service 
shops, “indeed, we all know that 
quite the reverse applies and so 
it was disappointing to us that 
the packaging industry did not 
make out, in reply, a case for the 
packing of foodstuffs irrespective 
of the retail method of selling 
them 


“A prepackaged article is 
usually a guarantee of quality, 
in conformity with the price 
asked, by reason of the fact 
that the manufacturer's name 
is identified with the product.” 
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How the tobacco industry 
can use the TV medium 


There is reason to believe that one of the major users of com- 
mercial television when it comes into operation in this country 


will be the tobacco industry. 


A trade journal has recently 


indicated how such programmes might be presented. 


Some of the possible ways 
in which the tobacco 
industry could effectively use 
the medium of commercial 
television has been discussed 
in an article published in the 
September issue of Tobacco 
World. 

Pointing out that commercial 
television will come into opera- 
tion some time next year, the 
that “no one 


mass public can afford to ignore 
this fact. As to the selling power 
of television advertising there is 
not the slightest doubt. One need 
only recall what happened when 
a little lost dog was 


| featured in a programme.” 


Trade mark personality 


The article then. goes on to ob- 
serve that any firm lucky enough 
to have (or astute enough now to 
acquire) a trade mark personality 
is going to be far and away better 
placed than those who have to 
rely upon deliberate verbal 
references or direct package 


| pictures—especially as these may 


not be easy. 

“For example, in the tobacco 
world, one can easily call to mind 
one company over here which 
would find it easy to stage attrac- 


tive features about the sea... . 
confident that a personality 
moving across the scenes would 
personify the brand without 
uttering a word. And there used 
to be a black cat... . if about 
to-day he could be made to ex- 
perience amusing adventures .. . 
and what about that famous 
regiment that turned the tide of 
battle so often in the past? .. . 
Let us not forget the ample and 
confidence-inspiring butler... .” 


Role of package 


The point is made that such 
companies need only look at 
their packs to find the key to an 
instantly recognisable television 
feature. The case for a trade 
mark personality is, however, 
said to be incomparably stronger 
“when the figure does not 
actually appear on the package 
or on other forms of current ad- 
vertising. It is up to the ‘plain 
pack’ companies to find some 
one, or some thing, that will 
pleasantly symbolise their pro- 
ducts by virtue of a closely estab- 
lished association.” 

The article concludes by citing 
how, in the United States, the 
Philip Morris organisation has 
used television to establish their 
stylish little (47-inch) hotel page 
as a trade mark personality. 


Striking visual effect achieved 
by stand for the Dairy Show 


A’ example 

porary design will be 
provided at the Dairy Show, 
which opens at Olympia on 


of contem- 


26, by the Pressed 
Steel Co. Ltd.'s Prestcold stand. 


The colour scheme is pre- 
dominated by leaf green, jasmine 
yellow, red, light blue and dark 
blue, and an overall effect of 
spaciousness is achieved by plac- 
ing the main sections of the stand 
on different vertical planes and 
them from a light 


white, the framework carries a 
sky blue canopy which is scored 


into squares with white lines, and 
set in each alternate square are 
recessed spot lights. These form 
part of an unusual, but attention- 
catching feature of the design 
which is the individual spot light- 
ing of each exhibit, creating a 
silhouette effect. This impression 
is emphasised by the dark bluc 
haircord floor and dark blue rear 
wall. 

The central display is built 
around large photographs, which 
also serve as arrowed portals to 
the stand, illustrating the new 
bulk refrigerated milk collection 
scheme operated by the Scottish 
Milk Marketing Board. 
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STCOLD 


The fascia boards of the Prestcold stand will be carried by a diamond- 


| patterned framework of metal rods decorated with the company’s 


circular trademark. 
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769" 


% Average weekly net sale for June 1954 


UP, UP, Br Ge 


THE Giverse saves 


The Leading Religious Weekly 


With an A.B.C. circulation more than double that of any 
other religious weekly, The Universe was the only one to 
figure in the recent I.1.P.A. Readership Survey. The 
record net sales average of 259,769 for June, achieved 
since the survey was carried out, is the highest ever reached 
by a religious publication in this country. 


What the Survey Showed 


The survey, based on the July-December, 1953, A.B.C. 
sales figure of 242,000, gave a total estimated readership 
of 585,000. 


Of these readers 351,000 are under 45 
331,000 are women 
218,000 are housewives ' 
92,000 of whom have children under 16 


The survey gave the following indications of our readers’ 
spending-power: 

200,000 are regular cinema-goers 

106,000 watch television 

302,000 are smokers 

128,000 are beer-drinkers 

245,000 drink soft drinks 

351,000 live in houses with gardens 

77,000 live in households with cars 


The class breakdown is as follows: 
4.2% are in the upper income group 
25.4% are in the middle class 
58.4% are wage-earners 


A National Family Newspaper 


The figures reveal that The Universe is in every way a 
national weekly, rapidly increasing in popularity—a direct 
result of the editorial policy under new ownership. This 
is to provide a family newspaper containing Catholic news 
from all over the world; well-informed and authoritative 
editorial comment; and special features and articles that 
appeal to everyone in the home. 


January to June 1952 - 
July to December 1952 


231,820 
234,446 
238,889 


241,995 
255,140 


January to June 1953 - 
July to December 1953 


January to June 1954 


Its circulation figure is well over double that of any other A.B.C, figure 
for a religious paper, but we are not keen on stressing this particular 
comparison. We doubt whether it is really sensible, in an age of scientific 
advertising, to think of the Religious Press as a group of similar media- 
The papers grouped of old as * the Religious Press” in fact differ greatly 
from one another, for the simple reason that they appeal to very different 
publics. 


Confidence in The Universe as a family medium is reflected in the 
advertisement columns which every week carry a large number of classified 
announcements and a wide variety of display advertising. At £2.10.0 
per single column inch (less than 2.4d. per 1,000 copies sold) The Universe 
offers national coverage at low cost, and the continued support it receives 
from commercial advertisers proves beyond doubt that it gives the desired 
results. 


The Medium to reach Religious Institutions 


Religious institutions such as convents, monasteries, Catholic boys’ and 
girls’ schools, orphanages, and seminaries. are big buyers of all the things 
advertisers want to sell. There are many hundreds of these institutions 
in Great Britain to whom copies of The Universe go every week, and in 
which its advertisements are read and re-read. 


Memo, for Space Buyers.—No one newspaper is indispensable but no 
national campaign is complete without The Universe, All enquiries should 
be addressed to the Advertisement Manager. 


Gniverse 


THE CATHOLIC FAMILY NEWSPAPER 


FIELD HOUSE, 


BREAMS 


BUILDINGS, LONDON, 


- La See eH See ee Ey mie A eT S.A Eo ny 
me aa Seas Sr ae aoe FS > % a . ies 
——a . 7 
4 rl 
a eee . 
i 
. 
, peg 
va 
a 
= 
a 
. 
eee B 
"a 
a 
ee Be . 
ae § 
é 7 
ee 7 
i 
ne 
is. 
eee 4 
; 3 
ya 
o 
, § a 
iam 
ie 
— 
ae 
ee | 
f- 
ee 
Opie 
oo: 
ee . 
— 
a 
ee 
f 
es ee ' | 
4 
ae y 
a 
‘ 
yo 
Se 36: EC. . 
ier 
ay 
; Loe 
a ite = eal A tas ee Ee —“ San ee... aa gg esis. | 7 ee Pm 
Pie = : Seti i ee ote = ia ete a ia. | an fan 


. ee ge a Sr a 
i te ere ee 


ADVERTISER'S WEEKLY 


—When advertising 
in SWEDEN 
use 


STOCKHOLMS -TIDNINGEN 


Circulation : Weekdays 179,101 
Sundays 217,400 
In 59 out of Sweden’s 94 newspaper districts, 


Stockholm morning daily has better 
than STOCKHOLMS-TIDNINGEN. 


JOSHUA B. POWERS LTD 


14 Cockspur Street, London, $.W.! 
Tel.; WHitehall 3366 


SWEDEN’S| income crours| svo 


most influential £ 


1300/18 % 


people read | £1300—¢£ 


3300/44 % 


this newspaper | £ 3300 & over [54 % 


Svenska Dagbladet’s position as 
the leading and most influential 
daily in Sweden is strongly em- 
phasized by the advertisers, who 
in 1952 placed 19,748 col. in- 
ches more national advertising in 
this paper than in ony other Swe- 
dish daily. The total advertising 
amounted to 258,600 col.-inches. 
There are two importont reasons 
for this predominant position: 
Svenska Dagbladet’s coverage of 
the A and B income groups, which 
set the standord for the country 
os @ whole, is dominating, 54 % 
of all the £3,300 and upwards 
income class are Svenska Dagblo- 
det readers and so are 44 % 
in the £1 300—£3,300 class. 
SVENSKA 

DAGBLADET 

i =the” only 

Swedish news- 

paper of real 

national struc- 

ture. +i 


SVENSKA D 


Representatives: 


AGBLADET 


JOSHUA B. POWERS Lrd., 
14, Cockspur Street, London S.W. 1, Tel. Whiteholl 3305/06 
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Swedish market demands 
more consumer goods 


The exhibits at the St. Erik’s Fair, recently held in 
represented 


were of a high standard and 


Stockholm, 
a vast range of products. 


Of 12 national pavilions the British was the fourth largest. 


HE vigorous condition 

‘of the Swedish market has 
lately been characterised by an 
increased demand for both 
capital and consumer goods. 
During recent weeks there has 
been a marked boom on the 
Stock Exchange and this has 
been partly attributed to con- 
tinued favourable reports from 
trade and industry. 

An interesting trend in this 
connection has been noted by a 
report issued by the Board of 
Trade which speaks of the low 
level of bankruptcies reported in 
recent months. The June figure 
of 79, it has been pointed out, 
represents the lowest figure 
recorded since the war. The level 
of imports continues to be high 
—especially for cars. In a speech 
delivered a short while ago, the 
Minister of Communications 
stated that there were now over 
600,000 cars on the Swedish 
roads (one to every 12 of the 
population). There are also 
some 350,000 motor cycles and 
250,000 bicycles with auxiliary 
motors in use. 


High standard exhibits . 


This year’s St. Erik’s Fair was 
held in Stockholm from August 
28 through to September 12 
and although it was on a slightly 
smaller scale than last year, the 
exhibits generally were of a high 
standard and represented a vast 
range of products. A _ report 
published in the Board of Trade 
Journal has drawn attention to 
the fact that 73 of the 1,800-odd 
exhibitors came from the United 
Kingdom. 

As in the past, the fair was 
organised in both trade sections 
and national pavilions, 12 
countries being represented in 
the latter. The British pavilion 


SWEDEN 


set a high standard. Many ex- 
hibitors improved upon their 
displays of previous years and 
the pavilion organisers, Thirza 
West Publicity Ltd., were success- 
ful in obtaining the co-operation 
of a dozen footwear manufac- 
turers and their Swedish agents. 
As a result there was a very large 
range of good quality shoes well 
calculated to appeal to Swedish 
taste. 

The toy manufacturing firm of 
Lines Bros. Group of Companies 
had one of the largest stands in 
the British pavilion and those 
responsible are firmly of the 
opinion that participation in the 
event was very well worth while. 

This firm showed a representa- 
tive selection of Tri-ang toys, 
Pedigree dolls, Tri-ang model 
railways, Frog model aircraft, 
Tri-ang tricycles and cycles, and 
Minic scale model road vehicles. 
Care was taken that, from the 
range of some 1,500 different 
items made by the Lines 
organisation, only those of 
known appeal to the Scandina- 
vian market were put on show. 
Pedigree baby carriages were 
also strongly featured on the 
stand. “The popularity of these 
carriages in Scandinavia,” 
reported J. R. Vanderbeek, the 
Lines advertising manager, to 
ADVERTISER'S WEEKLY, “is such 
that sales are constantly increas- 

@ Continued on page 
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that start 
en CT 


precisely because he is so closely and sensitively 
in touch with his audience. He knows what appeals 
to viewers; every day 300 of them take the trouble 
to write to him and tell him what they like; every day 
he sees that these 300 letters are answered. 

This accumulated krowledge of the ‘ market’, this 
gift for establishing an intimate link between show and 
audience, will now be devoted to the creation and 
production of television ‘ commercials’ for clients of 
the C. J. Lytle organisation. 


LYTLE’S will lead in TV 


CG. J. LYTLE (ADVERTISING) LIMITED, 2, 3 and 4 DEAN STREET, LONDON, W.1, TEL ~ GERrard 8646 


>”: Sy? ee: Rs will oe ee i 7 wh EES 7 . ees CO r . a — ia Ee 
“A " aaa “s a a 
Octoser 14, 1954 129 SC " 
Sam 
; 
ig Wi ae . ae * a Van ee = - -— J 7 
; \ <> @ oe ee P we «< Mh: “Pe a Bs Te, : we: 
= Ea aa eee 5 Sipe i = es ae 
‘ae ee ad a 
“eee: Aa eo ee 
i,” 2 . wel a 
u e e a J 2 Ue a 
me ; A ~~ Jees ‘ 1 of) Ee a 
Bia : ee - mee: ; * * 4 o., . Rs Sie hae a - ev la 2 bee : - 5 i om 
ee % a — ‘2 " ee t 4 ‘ J pe yg ‘Se. : . cs a ; hY E eon y 7 
~ EE ie 3 aw 4 a Ky: . _ om hs Bi \ | San A 
oe ae ‘ - ae ee: 2 tales «ae ma a 7 ty Y 
r ms ee  # - * a oe a an eo a 4 
a ee i. (ae f 7 
Pay See a i , > Bie i a 
; Res toy Rae’ - q - 2 a int a ‘* E 4 : b, a" : a / a 
jee pO a ie a ae —_— ; . ee 
= a oo : 1 4 es , . - a ear. iu il 
a FS = & ~~ 4 ek 
: j % ; : sk ee t , ce 
aaie £ FL / tA LD . b ae ai: 
a) j cme: f a ; Ber " 
: oo) as Sb Oe Coe a : es 
m | Aa Py De | A\ BE ; Be 
ae ? hae te a , ‘ S. a , : 7a 
ae. ee So. | See, : ‘ 
, % } f . 
, A oy fC D, L ccmttne : a et 
4 « 7 \ a} a cae : ‘ a ™ = <a 
* . oS a { r ars / ase 5 i g 7 
iS pet y . ; 7 a ; ‘“ 
q. oe t} 5} LF 5 % # i. 
hel a 
= it ks : ‘* , aed 1 
, 4 ee no ge , e mt \ £ > Fis 7 a, 
: e. - ? “ \e » & a i a 
' ie — on Wy < a NL ‘ are . : ‘ 
: =~ a i, i vant y Seek. vere om 5, 
,% : : a im a in OP im 
ae > gh 3 ee a. 
4 ’ : ay @ * " Des 
“ta x r : a > eee SS =! 7 
n> - F ty “ a 
h : me oS aA oe 7 
_ = A ; oe 
“8 a | i 
2 ~ 65 oN ‘ 4 
B 
am 
ah 
A Lik [ %, 
oe 
. 
Cmay 
' ay 
Lz ri 
d : ifs 
To = j - 
ee ; Pe! 3 a 
RE 7 J 
. "* q : ° oJ 
“ 4 e.. e. 
— ae 4g ee y" “i 
. if ete ft Ts “4 
‘ om ‘ i a 
id 
i= " a i M 
i e : ¥ i? - Be = = " . 
ae bi A a ri ny 
Bes ‘RR 3 
— ie ree 
— - i= ; a 
i —— © i 
# es , 
<_ 
a 
a 
a 
ie od ie a ‘i : ; me ce ae £ “he er if ees “ on ag oa ee —— ae are es ae a : aan y 
i ik coat tov 5 aA ee aD ae > i pe ae OF ee a aa a je 


en ee aes & eee Ans 


te 


hs 


ADVERTISER'S WEEKLY 


Dagens Nyheter 


SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 288,719 ....... Sundays 339,446 


Dagens Nyheter is Sweden’s 

newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are - 
ted every day outside Stockholm. 

Dagens Nyheter is Liberal in character and 
its politics have always been sympathetic to 
the British point of view. 


It carries the greatest advertising volume of 


any Swedish newspaper, both display as 
well as classified. : 5 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4...... Phone: CENtral 281! 


Sigg a 5 ie Da Pap 


Over 


100,000 


every Sunday 


Morgon-Tidningen, the Swedish Government's 
leading national daily has a cert. net circulation 
of 101,785 every Sunday. Through M. T. you 
reach a considerable number of Swedish families 
with strong buying power, as well as influential 
traders, governmental and municipal authorities. 


Morgon-Tidningen 
Voice of the Swedish Government Party. 


For all information : 


A.PRESS LTD 


tan cn wi 


14, DOVER STREET, LONDON, W.1. 
MAYFAIR 8615 
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e FOCUS ON SWEDEN —continued 


| Encouraged by the 
outstanding success 
of the _ British 
pavilion at the 
1954 St. Erik's 
Fair, a much larger 
pavilion has been 
reserved for 1955. 
it may well be that 
this will be the 
largest foreign 
pavilion in next 
| year’s event. Shown 
here are (left to 
right); Miss Thirza 
West, Thirza West 
| Publicity, Ltd. ; Sir 
| David Eccles, 
Minister of Works; 
and a director of 
Hoover  Distribu- 
tors in Sweden. 


| ing and shows that British design 
is well appreciated in this 
market.” 


Centre of. interest 


| The stand organised by the 
| Board of Trade became a centre 
| point of interest and it has been 
| reported that the number of 
| serious inquiries there was 

greater than in previous years and 

“trade visitors appeared to be 
| eager to discuss what Britain has 

to offer now that the supply 
| position is easier and delivery 


| 
| 
| 
| 


may reasonably be expected to be 

shorter and in line with that 
offered by other countries.” 
The official stand also dis- 
| piayed exhibits selected by the 
| Council of Industrial Design 
| aimed at showing the trend of 
| current design in selected items 
| of British manufacture. Sports 

goods, ceramics, travel goods and 
| some textiles were shown. The 
stand’s central feature, a Nene 
jet engine, attracted a lot of 
attention. 

Among other British pavilion 
features was an “Audio-visual” 
stand on which were displayed 
British magazines and journals 
of a general and cultural charac- 
ter, film strip projectors (which 
enabled members of the public 
to view their own choice of film 
subjects), and a small cinema in 
which films of both general in- 


terest and prestige nature could 
be seen. There were also a food 
section, displays of clocks, 
electric fires, domestic washing 
machines, pianos, mixers for 
kitchen use and electrical appli- 
ances. In the opinion of the 
Board of Trade, textiles could 
have had a larger representation 
with advantage. 

During the course of the 
customary British Day reception, 
Sir David Eccles, Minister of 
Works, and Sir Frank Lee, Per- 
manent Secretary of the Board 
of Trade, both stressed the 
significance of this annual show. 

The tradition of Anglo- 
Swedish trade, remarked Sir 
David Eccles, was one which 
Britain had every intention of 
fostering and in achieving this 
there was no substitute for per- 
sonal contact and the friendships 
which grow out of it. Firm 
delivery dates, after sales service, 
and all the necessary corollaries 
to the development of trade 
between the two countries, were 
of course, essential, but, he 
added, the personal contact was 
equally necessary although its 
value did not appear to be always 
appreciated. 

The British pavilion and its 
exhibits, said Sir Frank Lee, were 
products of private enterprise and 
the fair gave many opportuni- 
ties of assessing how Britain was 
competing with her rivals. 


This display of 
knitting wools, de- 
signed by Valle 
Larsson, of Stock- 
holm, was on show 
at the_ recent 
National Display 
Convention held in 
London. The 
design is in the 
form of seven 
cages. A free 
interpretation o f 
the caption is 
“Knitting is a 
hobby of capturing 
charm.” 
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Nickeloid 


now offers a 
Pinal 


, 
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' SCAN-A-GRAVER | 


PE iD RM RS HE cee ED oy Wi Pty EES; 
SERVICE 


With full appreciation of the rapid development of the 
Fairchild Scan-a-graver machine, we believe that it 
offers an immediate economic advantage to certain of 
our customers. 

With this in mind we have installed and put into 
operation this addition to the already comprehensive 
Nickeloid Service and we invite all those interested to 
visit us and see for themselves the work in progress. 
Why not write or telephone and make an 


appointment now? 


Nickeloid Electrotype.Company Limited 
4-5 Upper Thames Street, London, EC4. City 7681 
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Book space now in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE;— 
L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 


To 
Office, $9 10 TEMPLE CHatiesT 


a” 
her child, 66 


your ~ J, 
sales-booster ? 


Could be. “Gartex” Advertising 
Balloons float in the best buying 


circles ...informing ... reminding 

selling, all their ong, long life. 
“Gartex™ are printed to sell 
pow Oradea. For details, padi am 


Sales Office, y 
Co., sted, aa 124/186 

Hepdene Road, 
% London, $.W.19. Herr 6281-5 


HARROW 
BILLPOSTING 


Photographic Enlargements 
in all sizes up to BO sq. ft. in iece 


The Autotype Co. Led, — Ad. 
London, W.13 EALing 269! 


TELEPHONE, HOLBORN 6900 


a BRITISH Ist es 
AMBERS, Tempe VENTER 3 
-€ 


HOME COUNTIES 
NEWSPAPERS GROUP 
A.B.C. Net Sales 132860 
Trade Rate 45/- S/inch 


HOME COUNTIES 
NEWSPAPERS GROUP 
A.B.C. Net Sales 132860 
Trade Rate 45/- S/inch 


HOME COUNTIES 
NEWSPAPERS GROUP 
A.B.C. Net Sales | 32860 
Trade Rate 45/- S/inch 


HOME COUNTIES 
NEWSPAPERS GROUP 
A.B.C. Net Sales 132860 
Trade Rate 45/- S/inch 


Represented in London by 
WILL KITCHEN, jor. LTD. 
131 Fleet Sereet, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager: C. W. Gilder 
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New showroom features 


colour-change lighting 


ROSPECTIVE — customers 

can view products and 
seek expert advice on their 
requirements in a new show- 
room for household equipment 
opened recently by the General 
Electric Co. Ltd. on the 
ground floor of their London 
headquarters. 

The showroom is designed in 
contemporary style as befits the 
modern equipment on display. 
A feeling of spaciousness, very 
desirable in a small showroom, 
has been obtained by using cool, 
clean colours. The-floor cover- 
ing of mustard coloured lino, 
together with the bright red 
curtains and red counter top, 
contrasts with the basically light 
and cool colour scheme and off- 
sets the equipment on show. 


Room for visitors 


A large selection of equipment, 
some 100 items including bulky 
cookers and refrigerators, is on 
display without appearing over- 
crowded. This has been done, 
in the main, by careful presenta- 
tion of individual units in speci- 
ally planned recesses and display 
areas, leaving plenty of room for 
the visitor to move round. 
Because the showroom itself is 
the attraction window floors have 
been left mainly free of equip- 
ment so that attention is directed 
to the inside. 

A feature of the showroom is 
a large colour-changing lighting 
fitting suspended from the ceiling. 
This demonstrates the poten- 
tialities of a colour changing cold 
cathode _ fluorescent lighting 
installation. 

The “Bijou” torch, made by 
the GEC, will be included in a 


The “Bijou” torch is moulded in 
polystyrene. 


British design display at the 
annual congress of the American 
Society of Industrial Designers. 
The congress is to be held this 
month at Williamsburg and the 
ASID has invited the Society of 
Industrial Designers in this 
country to collect some 40 
photographs showing British 
achievement in this field. The 
Bijou torch, which appeared in 
the publication of Designers in 
Britain is among the products 
selected. It was designed by the 
company’s industrial design 
section. 

A comparatively recent addi- 
tion to the GEC range, the torch 
is moulded in polystyrene plastic 
and has a polystyrene lens. It is 
available in a variety of colour 
combinations: ivory, ivory-red, 
ivory-green, and ivory-black. 
Light in weight, it is shaped so 
that it fits naturally into the 
hand. The broad knurled switch 
slide has a positive action and is 
easy to operate. 


Specially planned recesses and display areas leave plenty of room 
for the visitor to move about. 
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Tz Seventeenth annual general meeting of 
Odeon Theatres, Ltd. and the annual 
meetings of itssubsidiary companies, British and 
Dominions Film Corporation Ltd., Gaumont- 
British Picture Corporation Lid., Odeon 
Associated Theatres Ltd. and Odeon Properties 
Ltd., were held on October 8th at the Dorchester 
Hotel, London, W. 

Mr. J. Arthur Rank, D.L., J.P., the Chairman, 
presided. 

The following are points from his statement 
circulated with the report and accounts for the 
year ended June 26th, 1954: 

I have pleasure in presenting to you the 
Group Accounts for the year ended June 26th, 
1954. You will agree, I believe, that the position 
disclosed both as to our trading results and 
financial position can be regarded as satisfactory. 

In 1952 I reported that the trading results 
constituted an all-time record in the history of 
the Group and marked the successful completion 
of the re-organisation and streamlining of the 
Organisation following the severe financial 
setback of 1949. 

In 1953 we were able to secure a modest 
though satisfactory advance in trading profits, 
and again in 1954 we show a further improvement. 

Having regard to the many problems existing 
in the entertainment ware #4 including the 
important developments of television, the 
maintenance of our Group operating profits at 
an annual figure in excess of five million pounds 
for the last three years is highly satisfactory. 

Television is undoubtedly a formidable com- 
petitor, but it is reassuring to know that during 
our last financial year, during which the number 
of television sets increased substantially, there 
was an actual increase of more than 3% in the 
number of attendances at the Group's U.K. 
cinemas over the previous year. 

During the year the Group Film Production 
Scheme to which I have referred last year has 
been in full operation’ The Odean and 
Gaumont Groups participate on a 60/40 basis. 

| am pleased to say that the results have so far 
been satisfactory in that based on our normal 
method of valuation the films released during 
the year show, in the aggregate, a profit. | would 
emphasise, however, that this result has been 
achieved only with the assistance of the British 
Film Production Fund, the continuance of which 
is vital to British film production at at least its 
present level. 

The Group profit before providing for 
taxation amounted to £5,524,129 compared with 
£4,738,910 in 1953. Taxation absorbed 
£3,259,474 or approximately 59% of the net 
profits. 

FILM PRODUCTION. Our decision in the 
latter part of 1952 to terminate the Agreement 
which we had with the National Film Finance 
Corporation and undertake 100% financing of 
our production programme at Pinewood has 
been justified. It is our intention to maintain 
our programme at Pinewood at approximately 
15 films a year, and to finance a material portion 
of the “ Ealing ”’ programme covering some 
6 films per year. 

Our production policy, which is achieving a 
measure of success, would not have been possible 
without the aid of the British Film Production 
Fund. It is important to realise that as long as 
70% or any proportion of that order of screen 
time is devoted to American films, it is impossible 
for the British Production Industry to continue 
without the Fund's support. 


ENTERTAINMENT TAX 
| am happy to say that Mr. Butler granted 
Entertainment Tax relief to the Industry of 
approximately £34 million. This relief was 
considerably less than that asked for by the 
industry, but nevertheless was welcome. 
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British Films make Further Progress 


Increased efficiency overcomes Group’s problems: Results at Record Level 


In this country the Group took in at the Box 
Office last year £29,929,775 and paid Entertain- 
ment Tax of £11,484,069, being 38.37% of the 
year’s receipts. 

During the year under review 236 theatres 
operated at a loss of approximately £588,000 
before providing for interest on capital employed 
and excluding profits on sales made in the 
theatres. Even allowing for profits on theatre 
sales an overall net loss was incurred in these 
theatres before charging interest on capital, 
this in spite of the fact that these same theatres 
paid £3,189,254 in Entertainment Tax. 


EXHIBITION 


Of the best twenty-four box office attractions 
played on our two Circuits, 12 were British and 
12 were American. The receipts from these 
two Groups were almost exactly equal. This is 
a great achievement by British films. 

Our total expenditure on theatre maintenance 
and renovations for the 9 years ending June, 
1954, amounts to £8,800,000. 


THEATRE PUBLICITY LIMITED ; 
LANGFORD AND COMPANY LIMITED; 
SCREEN AUDIENCES LIMITED 


During the year Screen Audiences Limited 
became part of our screen advertising group, and 
its Managing Director, Mr. G. A. Holdsworth 
who has had many years experience in this field, 
was appointed to exercise overall management 
of our screen advertising interests. | am now 
satisfied with the management of this important 
part of the Organisation. 

i? continue in the screen adver- 
tising field. Every effort is made to produce 
material of the highest quality and entertain- 
ment value, and the latest techniques of film 
[eesereen are applied equally to advertising 

ms. 

We have continued with the production of 
“TIPS ' which is a magazine type of advertising 
film previously produced by Screen Audiences 
Limited. This is well received by the advertising 
world and by the public, and there is room for 
further developments in this direction 

We are secking to marry successfully the 
legitimate requirements of advertisers who use 
the screen medium with those of exhibitors 
whose primary consideration must always be 
that of their public. The special consideration 
of * captive’ audiences presents special adver- 
tising problems peculiar to that medium alone. 
We are very conscious of t problems and 
continue to give them, with our advertising 
colleagues, the most detailed study. 

I believe that the screen is a most rful 
advertising medium which has not yet put 
to its maximum use. During the year we have 
been glad to welcome many advertisers who 
have not used the medium previously 

We are constantly carrying out experiments 
and studies to improve its effectiveness, and 
work in close conjunction with advertisers and 
their agents, endeavouring to achieve the most 
efficient and satisfactory results having regard 
to our long term joint interests. 


DIVIDEND 


The net profit after Taxation brought into the 
Accounts of Odeon Theatres Lid. an spotee 
to the Ordinary Capital is £673,711. Your 
Board feel that the Ordinary Shareholders are 
entitled to participate in the restored prosperity 
of the Group. y therefore recommend an 
Ordinary Dividend of 15% less tax for the year 


THE FUTURE 


I am satisfied that this large group of com- 
panies is soundly and economically administers ' 


ADVERTISER'S WEEKLY 


COMPANY MEETINGS: J. ARTHUR RANK ORGANISATION 
Odeon Theatres Limited and Subsidiary Companies 


| must pay a special tribute to the Group 
Managing Director, Mr. John Davis, whose 
brilliant co-ordination and direction of so many 
varied activities has undoubtedly been the 
predominent factor in the Group's achievements. 

We have continued to keep in the forefront of 
every form of technical development. I may 
perhaps emphasise our confidence in the future 
of the cinema industry in that we have once 
again undertaken construction of new theatres 
in certain picked localities. 

The present and potential competition of 
television must not be underrated. We shall 
continue to combat this formidable competitor, 
and our success must depend on the entertain- 
ment value of the films we show in the theatres. 

British film production is a more vital factor 
today than ever before. 

It is impossible to prophesy the future trend 
of trading results, but I see no reason to doubt 
that we shall continue to maintain our position 
in the Industry, and if conditions beyond out 
control permit, to earn reasonable profits 
although | cannot promise that the level of 
profits earned in the year under review can be 
maintained 

At the meeting of Odeon Theatres, Ltd., the 
report and accounts were adopted. 

At the meetings of each of the other com- 
panies the report and accounts were also adopted. 


& A copy of the Chairman's full Statement and 

Annual Accounts may be obtained from the 
J. Arthur Rank ¢ tion Lid., 38 South 
Street, London, W.1. 


is equally vital for all types of theatres. 
particularly many of the largest and 
most modern.’ 


Each <i taken at the box office of 
United Kin Cinemas in 1953 
was divided in the following way 


| 
6/11 | ENTERTAINMENT 


lpnopucrion | 
9/10 Paid to the producer via the 


distributor for hire of film. 
BRITISH FILM PRO. 
§! ‘DUCTION FUND 


Levy to central fund divisible 
apewece producers of British 


ee 


DISTRIBUTION 


/ Print and other distribution 

| costs. Distributors’ remuners- 

tien to meet selling and 
administrative expenses, etc. 


‘EXHIBITION 


The sum available to the 
/ | Exhibition Industry to cover all 
9 operating and administrative 

| expenses, service of capital 
invested and be ee my and 


— 


- 


— equipmenc. 


Dvagram based on Boord of Trade Statistics 
of division of Box Office takings 
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Club News 


London 


Author vy. author 


By totally disagreeing about 
advertisements’ appeal to the public, 
two noted writers on advertising 
provided a packed meeting of the 
Publicity Club of London with a 
lively evening. 

They were Miss Marghanita 
Laski, novelist, critic, and author 
of Observer articles criticising the 
uality of advertisements, and 
| Gutteridge (Masius & 
Fergusson Lid.), author of The 
Agency Game, 


Nottingham 
Brains trust 


First evening meeting of the 
winter session of the Publicity Club 
of Nottingham was a brains trust. 
Anthony Gorman, chairman of the 
club, was the question master, and 
the panel consisted of T. W. John- 
son, H. F. Darking, K. E. Newbold 
and Dr. F. A. Wells. 


Leeds 


Triple event 


First social event of the season for 
the Publicity Club of Leeds was a 
“three-decker” dance held at the 
Capitol Ballroom, Meanwood, 
Leeds. The evening consisted of a 
dance, a whist-drive, and a dress 
parade, 

Special feature of the latter was 
the inclusion of men’s fashions. 


Sheffield 
To fight ‘racketeers’ 


A “vigilance committee” has been 
formed by the Publicity Club of 
Sheffield to combat the activities of 
advertising “racketeers."" Chairman 
is H. FP. Oelrichs. 


Oxford 
Point of sale 


“If you don’t want it, don't have 
it,” said J. C, Nedwell, display man. 
ager of Cadbury Bros., referring to 
the plethora of showcards and 
window bills which are showered 
upon retail distributors by some 
manufacturers. He was talking to 
the Advertising Club of Oxford on 
“ Point of Sale.” 


Regent 
New musical series 


Success of the recent musical 
evening presented to the Regent 
Advertising Club by Pemberton’s 
Music Club has prompted social 
secretary Charles Hayward to 
arrange a series of monthly con- 
certs of classical music, 


Manchester 


Officers re-elected 


At the annual meeting of the 
Manchester Publicity Association, 
E. Pacssler announced that 
Laurence Scott, chairman of the 
Manchester Guardian & Evening 
News Ltd., was willing to remain 
president of the association. Both 
officers were re-clected. 


At the Fleet Street Column Club's olf meeting. Arm in arm in the front row are, |. to r., J. Everett, captain, 


and H. Dawson-Salmon and A. H 


. Mclsaac, who were elected captain and vice-captain, respectively, for 1955. 
(Copies of this photograph can be obtained at the club.) 


H. Dawson-Salmon elected next year’s FSCC captain 


Jack Everett’s captain's day of 
the Fleet Street Column Club golf 
circle was held in fine weather at 
Gerrards Cross last week. Re- 
sults :-— 

Captain's prize—H. D. Varley; 
runner-up, A. R. Everett after a tie 
with M. A. Chavasse; best nine 
holes, H. H. I. Gibbons. Foursomes. 
—-H. Brooking and A. R. Everett; 
runners-up, H. Maugham and R. H. 
Ducat; best nine holes, G. Martin 
Lewis and J. Sime. No fewer than 
seven special prizes were awarded, 


the winners — J Butler, 
J. Everett, J. B. Fitzpatrick, C. 
Glover, R. O. Nash, H. Dawson- 
Salmon and F. Slaughter. 

Additional excitement was given 
to the day by the holding of both 
semifinals and the final of the 
knockout competition for the 
Glover Cup. This was again won by 
M. A. Chavasse, who beat A. H. 
Mclsaac by 2 and 1. 

Prizes were presented by F. Bree- 
den, H. Brooking, J. Butler, J 
Everett, H. Fish, D. Gooch, A. H. 


Six new cigarettes mean 
hig advertising battle 


fo gy eee Belge ge of established cigarette brands are 
discussing with their agents plans to increase their 
advertising to meet the threat to sales caused by the introduc- 


tion of six new cigarettes to the market. 


With the new 


brands, and hurriedly stepped up advertising by the “house- 
hold word” varieties, cigarette publicity will reach an all- 


time high. 

One of the first shots in the 
advertising battle will be fired 
to-night (Thursday) with a half- 
page in the Evening Standard for 
the new Red and White Marco- 
vitch brand marketed by Godfrey 
Phillips, which, it is claimed, will 
have the biggest advertising back- 
ing for any cigarette—including 
Dunhill—since before the war. 

The schedule includes half- 
pages and I1l-inch triples in The 
Times, Financial Times, Evening 
News, Star and the full range of 
Greater London’s Greater Press 
series, Marketing will be re- 
stricted for the time being to a 
35-mile radius of London. Three 
two-minute colour films will be 
shown in 428 cinemas in this area. 

Selling price is 1s, 94d. for ten. 
Packets EF 20 are being marketed 
in metal crush-proof “sleeves.” 

Rothman’s new Pall Mall 
cigarette has what is described as 
a “built-in-filter.” Distribution 
is again at present confined to the 
London area. The advertisin 
will break next month using half- 
pages and 13 in. x 5 column 
spaces in the London evenings. 

This will be one of the biggest 
campaigns ever run by Roth- 
mans who are Dang >’ to cease 
mail order trading. Rothman De 


Luxe, previously mailed in bulk 
to customers, are being repacked 
in 20's selling at 3s. 9d. and sold 
for the first time through retailers. 


This change in policy will be 
publicised through national daily 
newspapers and Punch. 


George Dobie are launching 
their new type Four Square 
cigarettes in Scotland. The 
cigarettes are “extra large.” 

Large spaces are being booked 
in five Scottish morning news- 
papers, including the local edi- 
tions of the Daily. Express and 
the Daily Mail, and eight Scot- 
tish evening newspapers. 


It is expected that the new 
Four Square cigarette will be 
the first product to be adver- 
tised in a new two colour space 
to be introduced in the Glas- 
gow Evening News shortly. 


A filmlet will be shown in a 
large number of cinemas in Scot- 
land. The campaign, which is 
handled by Basil Butler Co. 
Ltd., breaks next week. National 
distribution will be started as 
soon as possible. 


Another new cigarette being 
launched in the North is Three 
Nuns which is being marketed 
by Stephen Mitchell, makers of 
Three Nuns tobacco. The dis- 
tribution area at present covers 
— West England and Scot- 
and. 


The sixth new cigarette is the 
Ardath Grosvenor tipped, 
launched about four weeks ago. 


Mclsaac, G. Millem, H. Maugham, 
R. O. Nash, H. Dawson-Salmon. 
H. R. Simmons, J. Warburton, and 
the Fleet Street Column Club. 
Twenty-six members and guests 
attended the annual supper. The 
annual general meeting was also 
held, when H. Dawson-Salmon was 
elected captain for 1955, with A. H. 
MclIsaac as vice-chairman. E. W. 
Sellar and J. B. Fitzpatrick were re- 
elected hon. treasurer and secretary, 
respectively. 
(See Mainly Personal, page 136.) 


Advertising 
Diary 


Friday, October 15 
SOCIETY OF DIPLOMA MEMBERS OF 
THE A.A. annual dinner and presen- 
tation of diplomas Church 
House, Westminster. 6 p.m 


1.8.M.A, Inaugural Dinner of 
North Staffordshire Branch. 
Hanley. 

PUBLICITY CLUB OF GLASGOW 
luncheon meeting. Speaker 


Melville Dinwiddie on ‘Eaves 
dropping as an Art.” 

PUBLICITY CLUB OF LEICESTER 
luncheon meeting. Speaker: D. J 
Roe on “An Outlook on Adver- 
tising.”’ Bell Hotel, Leicester. 
2.40 p.m. 


Monday, October 18 
BRISTOL AND WEST PUBLICITY CLUB 
ladies’ night 
1.P.4. Week-end Painting Exhibi- 
tion, opening ceremony 44 Bel- 
grave Square, S.W.1. 6 p.m 
PUBLICITY CLUB OF LONDON manne- 
quin show, with speaker Helena 
Geffers on “The art of the 
mannequin parade.” Waldorf 
Hotel. 6 p.m. for 6.15 p.m 
EASt ANGLIAN PUBLICITY CLUB. 
Speaker Alan Whitworth on 
“This Advertising Business."’ 
BRADFORD PUBLICITY ASSOCIATION 
evening mecting. Speaker D. 
Buckland-Smith on “ 
and the Show World."" Midland 
Hotel. 7.15 p.m 


Tuesday, October 19 
GUILD OF BRITISH NEWSPAPER 
EMITORS annual meeting. London 
BIRMINGHAM PUBLICITY ASSOCIATION 
luncheon meeting. Speaker: Miss 
B. Foyle on “‘Iilusions of In- 
dustry.”’ Imperial Hotel. 
REGENT ADVERTISING CLUB lecture. 
Speaker: J. W Hobson on 
“Marketing and Merchandising."’ 

Wednesday, October 20 
ADVERTISING CLUB OF OXFORD meet- 
ing. Speaker: R. S. Caplin on 
“The Importance of Four Letter 
Words.”’ City Restaurant, 4, 
Cornmarket Street. 6.30 p.m 


Tharsday, October 21 

PUBLICITY CLUB OF LEEDS luncheon 
meeting. Speaker: J. R. Gregson 
on “Pages from a Double Life.” 
Great Northern Hotel. 12.45 p.m. 
PUBLICITY CLUB OF WOLVERHAMP- 
TON evening meeting Speaker 
P Matthews on ‘Presenting 
Vogue.’ Star and Garter Hotel 
7.30 p.m. 
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VISUALISER 


We are looking for a man with imagination and a modern 
outlook, a sense of proportion and the experience to apply his 
talent to the business of selling. There is no rigid salary 

bracket and remuneration will depend upon past experience and 
future possibilities. The successful applicant will be given full 
scope for his creative ability. 


TYPOGRAPHER 


We are also looking for a man with good agency training, 

who feels that he is now capable of supervising a typo group. 
He should have the ability of imparting his own knowledge 

to others, and should himself be able to create typographically. 
The salary will be a good one. 


Please write or telephone in confidence to the 
Art Director, Erwin Wasey & Co. Ltd., 
Brook House Park LaneW1 Telephone Mayfair 8171 
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‘BEST PRESS PARTY’ SINCE THE WAR 


WHEN Birch’s Punch, which by 
centuries old tradition always 
accompanies the turtle soup at the 
Lord Mayor's banquet, was intro- 
duced to a wider public at the 
Armourer’s Hall last week, the even- 
ing’s hospitality was such that 
seasoned press men acclaimed the 


Left to right, at the Birch’s Punch 
party: C, Williams, associate 
director of S. C. Peacock Lid., 
L. Ring (Ring and Brymer), Carl 
Brunning, managing director, and 
G. Elis, director of 8. C. Peacock. 


occasion as the finest’ press party 
since the war. 

One globetrotier, just back from 
Hollywood, said the mecca of the 
movies had nothing to offer in 
comparison. 

_F. C. Denman, of the public rela- 
tions division of S. C. Peacock Ltd.. 
who organised the party, bowed a 
modest acknowledgment. Cari 
Br managing director of the 
agency beamed approval. 

In a setting of historic pageantry, 
the punch was sampled, fh and c., 
with turtle soup (of course), boar's 
head, cold turkey, fresh salmon, and 
a galaxy of other dishes and confec- 
tions among which the cockatrice 
was but one diversion. 

Named after Samuel _ Birch, 
London's Lord Mayor in the year 
of Waterloo, the nch is made 
from a secret family recipe under 
the personal supervision of Lindsay 
Ring, who now runs the firm of 
Ring and Brymer. 

“You've heard of wedding rings, 
and boxing rings,”’ he quipped, “but 
we're the Rings with the real 
punch.” 

Lindsay Ring is great grandson 
of John Ring a nephew of the ex- 
Lord Mayor who had been appren- 
ticed to him and subsequently 
entered the business. 


* ADVERTISING MANAGER’S CORNER 


SPACE RESERVED 


When you ask the retailer to feature your show mate- 
rial, you are competing with the finest advertising 
brains in the country for the most sought after space 


on the floor plan. 


When you expect the public to look at your latest 
display notion, you have to out-smart, out-shine, or 
out-shout experts who have worked out sales resistance 


to six places of decimals. 


So if you want the man behind the counter to reserve 
a place for you where it hits hardest, you’ve got to have 
something that will help to pay the rent and not just 


fill the space. 


There’s a lot of window and counter space reserved for 
Harris productions up and down the country. Why 
not start getting your share ? 


distinctive 


showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, W.! 
Tel.: REGent, 3295/6/7 


Seated (left), H. 


head of overseas department, Pritchard, 


Descham; 
Wood & Partners, and (right) R.W. Andrews, advertising manager, J. Bibby & 
Sons, Lid., during a visit to Spain to buy reproductions of Spanish paintings 
for use in Bibby's calendars and other printed material and to investigate 


the possibility of selling Bibby soaps 


back of the sofa is Lais 


vegetable oils, etc., in Spain. On the 


leading Spanish art critic. 


Argus Press leads 
the field 


No, on this occasion, my heading 
has nothing to do with circulation or 
readership figures. It’s about golf, 
and a tribute to two well-known 
“characters” 
™ in the adver- 
tising world. 
At last 
week's annual 
general meet- 
ing of the Fleet 
Street Column 
Club golf cir- 
cle, Harry 
Dawson - Sal- 
mon was elec- 
ted captain, 
and his chief, 
A.H.Melsaac 
vice-captain 
H. Dawson-Salmon for next year. 
So Argus 
Press is going to run this friendly 
proup of golfers in 1955—for Mr. 
awson-Salmon is advertisement man- 
ager of True Storyand True Romances, 
and Mr. Mclsaac is ad director of 
the group 
Before joining Argus Press, Mr. 
Dawson-Salmon was with Cavalcade 
and The Recorder, and was ad 
manager of Advertising and Marketing 
Review, the monthly which many of 
us were sorry to see go the way of so 
many other advertising “glossies.” 
Incidentally, his election to the golf 
captaincy disproves the theory that 
ou can't stage a come-back in 
eet Street ; for he was due to be 
captain four years ago but for 
personal reasons withdrew his name 
as candidate 


Youth at the 


agency helm 


A BOUT half-a- century old, 
Kenny's Advertising Agency, Dublin 
(better known as KAA), the lamented 
death of whose chief, Kevin J. 
Kenny, occurred recently, now 
passes under the energetic control 
of his son Michael. ot merely is 
the new managing director one of 
the youngest agency chiefs in Ire- 
land ; the average age of his staff 
is possibly the lowest in the country. 
But they have tradition and 
specialised knowledge to back their 
youthful enthusiasm. 

_ In his leisure hours, Mr. Kenny 
is a keen sportsman. 


W HAT a remarkable young man 
is Thomas E. Utley, who is going to 
the Spectator next month! Although 
totally blind since the age of eight 
he did brilliantly at Cambri 
etting a First in Part I of 
istory Tripos and a “starred First” 
in Part If. It was he who drafted 
the Royal Institute of International 
Affairs’ report on Franco-British 
relations, and he has been a leader 
writer for the Sunday Times, on the 
Observer editorial staff, and is now 
a leader writer for The Times, which 
he joined in 1948. He has done a 
ood deal of speaking and writing 
f the Conservative cause and is 
the author of the notable Essays in 
Conservatism published in 1946. 
Between them, he and lan Gilmour, 
the young barrister who is to 
become proprictor of the 
Spectator, are likely to make some 
impressive changes in that periodical. 


’ 


Champion loser 


IF the ability to keep on pegging 
away at an apparently forlorn hope 
is any indication, James M. Green- 
wood, chairman and managing 
director of the agency of that name, 
must personify most of the virtues 
in Kipling’s “If.” He has for the 
third or fourth time been chosen to 
fight for the LCC seat for South- 
wark, which had a 30,000 Labour 
majority at the last general election. 
and where Labour holds all 60 seats 
on the local council. In _ the 
borough, the LCC and the Parlia- 
mentary elections, Mr. Greenwood's 
record is one of persistent defeat— 
and even more persistent determina- 


tion. 
CONTACT 


WEEK'S WISECRACK 


~ 


** And until last Monday I 
always thought Natsopa was 
a new detergent.” 
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The Dorland Attitude to Commercial Television ... No. 6 


a 


* 


+ Sime —— 
hed + 2S , A oe . ae 
‘Someone has got to be first in T.V. Advertising ... 


I intend it to be Dorland”’ 


A. D. McLean Chairman and Managing Director 


“Dorland clients, from Rolls-Royce onwards, tend to be the leaders in their 
respective fields. We have got and held such accounts by the thought behind 
our advertising. We have our own original thoughts on T.V. Advertising — 
and we already have the men to carry them out.” 


Duncan Ross 
“ Big Capture”. Daily Mail 


«... Duncan Ross is a genius.” 
Daily Herald 


“... one of the most outstanding 
men of the year.” __ Daily Express 


The first and only T.V. creative 

writer and producer to enter 

Commercial Television from the 

B.B.C., Duncan Ross is already 

at Dorland where the T.V. team 

he heads has now completed a 

number of productions. He com- 

bines 21 years of Cinema and 

Theatre experience with seven 

ee years of B.B.C. Television and 
bt ae. has studied T.V. both in Canada 


a. and the U.S.A. 


DORLAND ADVERTISING LTD. 
Incorporated Practitioners in Advertising 


Dorland House, 18/20 Regent Street, London, $.W.1 
"Phone: Whitehall 0112 


DORLAND 
4 
¢ 


. 

B. J. Harrison 
Bernard Harrison has done 
most jobs in creative adver- 
tising. He has written and 
compéred Commercial Radio 
programmes and has broad- 
cast in person his own 
material in a number of 
B.B.C. shows. 


G. A. J. Bevan 


Archie Bevan had prewar 
experience in both the 
Theatre and Cinema. He has 
also had considerable Broad- 
casting experience and was 
at one time a T.V. Producer 
and Commentator for the 
B.B.C 


K. Pearce 


Ken Pearce has had many 
years of composing, arranging 
and playing popular music, 
embracing Cinema, Salon 
and Dance Orchestras, Films, 
Recording and Cabaret work. 
Because of his long adver- 
tising experience he is unique- 
ly equipped to provide the 
musical settings so important 
in T.V. productions. 
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ADVERTISER'S WEEKLY 


Bigger type area: 
No rate nena. 


The type area of Shi 

Builder, published by J no Trundel 
& Partners Lid., is being increased 
to 10 in, by 7 in. from the January 
issue. There will be no increase in 
advertisement rates, which, the pub- 
lishers state, is “our modest contri- 
bution to check the spiral of ever- 
rising prices.” The present type 
area is 9 in, by 6} in 


” a” ” 
The largest issue of The OW 
E Gas Turbine in 2! years 


will be published to-morrow (Pri- 
day). 
” cm 

Launched only eighteen months 
ago The Transport Journal has been 
granted membership of the Audit 
Bureau of Circulations and the 
publishers, Transport Journal Publi- 
cations Ltd., elected affiliated mem- 
bers of the Society of Motor Manu- 
facturers and Traders Lid. 

* * * 

A 244-page Motor Show number 
of Caravan—the November issue— 
will be the largest ever published. 

+ + ” 

The Straits Times Press Litd., 
Singapore, have launched a new 
journal, The Malayan Monthly. It 
is a general interest magazine with 
full colour cover. The type area is 
12 in. by 9} in. 

* + * 


The rates for the Teignmouth Post 
are being increased by sixpence a 
column inch to 4s. 6d 


Publications News and Notes 


As from January 1955, the format 
School & 


will be increased by 15 per cent. 
The new type area will be 8 in. x 
6 in. There will be no increase in 
rates. 
* + * 
The advertisement rates for The 
J have been in- 
creased by approximately 10 per 
cent. The new full page single 
insertion rate is £23. 
” a * 

The first issue of the new bi- 
monthly, Technical Book Review, 
has been published by E. W. 
Publications, Lid. It carries adver- 
tisements by leading publishers and 
booksellers. 

” a” ” 

Page size of the Highland News 
and Football Times is being en- 
larged from October 30. It will now 
have seven columns to a page with a 
column depth of 25 inches. Rates 
will be increased to 7s. per s.c. inch. 
Rates for another journal in the 
Highland News Group, the Caith- 
ness Courier, will be increased from 
3s. 6d. to 4s. per s.c. inch from the 
same date. New combined rate for 
the Group will be 16s. per s.c. inch. 

- * ” 

George Newnes Ltd. have issued 
to advertisers and agents through- 
out the country promotion folders 
for their Lucky Star group of maga- 
zines and Wide World. 

+ + + 

The October issue of Vanity Fair 
contains an eight-page feature on 
winter coats. 


F. & C. can print it for you 


quickly and well, by letterpress 


and offset lithography ... 


with all our Plant we plan for 
you, with all our Staff we serve. 


FOSH & GROSS LTD 


for booklets, folders, maps, posters, painting books, 
showcards, 


broadsheets, 


catalogues, periodicals, 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 


80-92 MANSELL STREET, LONDON, 


Telephone ROYAL 1731 (10 lines) Telegrams ‘Printrade’ London 


> gy 
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Last week's issue of The Small- 
holder fad a full colour cover, 
believed to be the first in the history 
of the paper. It was a Fruit 
Growing Number with an eight-page 
detachable supplement. 


7 + * 

A 128-page November issue of 
Everywoman will be supported by a 
national and provincial press cam- 
paign. 

* * 

In order to prevent possible con- 
fusion and in view of the proposal 
put forward that the journal should 
act as the official organ of the Pet 
Trade Association, it has been de- 
cided that the magazine previously 
announced as the Pet Trader will 
be published on November | under 
the new title of The Pet Trade 
Journal. 


New technical paper 


Colliery Guardian Co., Lid. have 
launched a new monthly publication 
this month—Process Control. It 
has a type area of 10 in. by 7 in. and 
the full page rate is £25. The first 
issue has 60 pages of which 20 are 
devoted to advertisements. Cover- 
ing latest developments in process 
control equipment, it sells at 2s. 6d. 

* * - 


Distribution of 100,000 reprints of 
the first 29 contributions on natural 
history, by J. Ashton Freeman, 
which have been appearing in the 
Evening Press, Dublin, was made 
through primary and secondary 
schools, hospitals and youth 
organisations during last week. 

” 7. * 


Advertisement rates for the Strat- 
ford Express have been increased 
from 21s. an inch to 24s. New 
whole page rate is £150 as against 
£128 12s. 6d. 

* + * 

The 1954 issue of Uniforms and 
Industrial Clothing Catalogue is 
enlarged to carry more advertising 
and editorial matter. A United 
Trade Press publication, it runs to 
220 pages, of which 68 are adver- 
tisements, many in full colour. 

* . * 


This month's Woman and Home 
features ah cight-page supplement 
entitled “Gifts to Knit for Christ- 
mas and Bazaars.” 

* . * 

The 39h Professional Nurses and 
Midwives Conference and the Lon- 
don Nursing Exhibition, organised 
annually by Nursing Mirror, is 
being held this Monday to Friday at 
Seymour Hall. It will be opened 
by Lady Churchill. Object of the 
conference and exhibition, which is 
not open to members of the public, 
is to provide post-graduate instruc- 
tion for hospital and district nurses, 
midwives and health visitors. 


Octoper 14, 1954 


We Hear 


Some r-~+ aap ante carried Hoover 
posters Hoover 
week. 

* - ” 

Press officer for the Cycle and 
Motor Cycle Show at Earl's Court 
next month is Hilary Watts. 

* * * 

As a result of newspaper adver- 
tising, applications for guide books 
to Bridlington increased by 10 per 
cent this year. The town will spend 
£2,000 on similar publicity from 
January to May next. 

* * 


Sif Stephen Tallents, public rela- 
tions adviser to the Advertising 
Association, addressed a meeting 
of the Chartered Accountants 
Students’ Society of London on 
public relations last weck. 


Bizarre bazaar 


MGM's current release Cinema- 
Scope production, “Knights of the 
Round Table,” is to be the theme 
of this year’s Christinas bazaar at 
Gamage’s, the London department 
store. In extensive press adver- 
tising to be put out by ama (At 8 in 
support of the bazaar GM 
picture will be mentioned poem 
nently, 


* . 

Angling Times this week is a 
souvenir picture edition of a recent 
Birmingham Anglers’ Association 
match. 

* * 

Sunfresh concentrated orange 
drink is being manufactured and 
sold on the stand of Joseph Dunn 
(Bottlers) Lid. at the Modern 
Homes Exhibition which opened at 
Kelvin Hall, Glasgow, yesterday. 

* x * 


Rothesay Advertising Association 
will spend £1,100 on newspaper 
advertising in the spring and will 
organise window displays in British 
cities in co-operation with travel 
agencies. 


Perfume Week 


For the first time Perfume Week 
—sponsored by Vogue Beauty Book 
o> 16 leading perfume houses— 
has been launched throughout the 
length and breadth of t British 
Isles. * - - 

Tom Johnston, chairman of the 
Scottish Tourist Board, has urged 
the Clyde resorts to form themselves 
into a voluntary association for 
advertising in order to obtain the 
best results. 

* 


* * 
“ El Gallo Sambo,” the TV pro- 
gramme produced by CORPA 
(Colman Prentis and Varley’s com- 
pany in Caracas, Venezuela) has 
won the Monsanto prize awarded 
for the best TV programme in 
Venezuela in July. 
7 * * 

In order that 1 of the 
November issue of The Light Car 
may be available for the full period 
of the Motor Show, publication has 
been brought forward eight days to 
October 20. 

- . o 


Abbey Disiey France, an asso- 
ciate of Abbey Display Lid.., 
London, point-of-sale ae. 
are again exhibiting at the Salon de 
FEarbarings in rem, m 

The Daily ean ress semt to over 
2,000 Electrical Service Centres re- 
prints of the Electrical Development 
Association’s half-page in the 
Express \ast Saturday in time for 
them to be displayed as a tic-up 
with the advertisement. 
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JAN-JUNE 1955 GUARANTEED Net Sale 


JULY-DEC 1954 estimated 


Average Net Sale 


JAN-JUNE 1954 Average Net Sale 


Goon ULY-DEC 1953 
MOTORING 


JAN-JUNE 1953 


Average Net Sale 


goes up 


JULY-DEC 1952 


JAN-JUNE 1952 e Average Net Sale 
and up 


JULY-DEC  &> Average Net Sale 
net sales 
JAN-JUNE ue) Average Net Sale 
doubled 


JULY-DEC 1950 Average Net Sale 


in four years 


JAN-JUNE 1950 Average Net Sale 


Goon MaoTORING is now a member of the Audit Bureau of Circulations and from 


July-Dec., 1954, net sale figures will be ABC 


Published Monthly except February and August 
Advertisement Rate £48 per page. £2 per single column inch. 


GOOD MOTORING ° 12 St. James's Place 


London $.W.! * GROsvenor 82868 
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ADVERTISER'S WEEKLY 


First national ads 


for Adastra 


The first national advertising 
campaign is being launched for 
Adastra clothing, made by 
Adastra (Glenny & Hartley) Lt 
Spaces have been booked in 
national daily, evening and Sun- 
day newspapers, and the adver- 
tisements will appear in 205 pro- 
vincial newspapers. Trade adver- 
tising has also n increased both 


at home and abroad. The account 
is handled by Willing’s Press Ser- 
vice Ltd, 


December campaign 


_ for new deodorant 


A new line in deodorants is Deo- 
Bar two-in-one deodorant and bath 
tablet. This product will be backed 
by a consistent advertising cam- 
paign, from December onwards, in 
the national daily and Sunday press. 
Advertisements will emphasise the 
new two-in-one idea. Agents are 
Arks Publicity Led. 


Major scheme for 


Max Factor tale 


A new addition to the Max 
Factor range of toilet preparations 
is Electrique Talc, with special de 
odorant, which is being introduced 
to this country for the first time. 

The product is backed by inten- 
sive advertising in the national and 
Sunday press, weckly magazines 
and provincial newspapers and 
other selected media. Agents are 


Crane Publicity Ltd. 


For speedy 


Current Advertising 


Napper, Stinton, Woolley get 
Guards men’s wear account 


New mix by Birds 


Birds are launching another new 
mix, this time a sponge mix. Trade 

ress advertising is being used to 

ck the introduction of the pro- 
duct. Large spaces and full page 
advertisements will be booked in 
national newspapers and magazines. 
Several colour spaces are to be used. 

The agents are Young and Rubi- 
cam Ltd. 


Macaroni contest 


Quaker Quick Macaroni are 
offering large cash prizes and 
special bonuses in their “All-Britain 
Macaroni Contest.” 

The competition will be adver- 
tised in the national and trade press, 

oe? in the Daily Express. 
ri Agents are 
Ltd. 


facts... 


You can get full, clear and up-to-date infor- 


mation in a minute from the Player’s office. 


We know each of our media intimately— 


their *‘ personalities’, 


their readers, local 


views, markets and conditions. We know 


the facts and we’re delighted to make 


them known, 


Ring us up — any time, 


Ask PLAYERS 


BB. W. PLAVYRBR ETD.» 


$0 PLEET STREET, 


LONDON, E.C.4 


The London Office 
for some of the best media in the country. 


New ads for the 
*] 7 7 
‘Sapphire 

An autumn campaign for the new 
Armstrong Siddeley pphire is a 
development from a similar scheme 
first employed last spring. Primarily 
the new advertisements are designed 
to introduce the Armstrong Siddelcy 
automatic gearbox. 

The advertisements feature the 
link with the Hunter aircraft which 
is powered by a Sapphire jet engine 
designed and made in the same 
engineering workshops as_ the 
Sapphire car. The agents are Alfred 
Pemberton Ltd. 
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vancovrree RED & WHITE cocanerres 
5 6-H 


This is one of the advertisements 
designed by London Press Ex 
to launch the new Red and 
White Marcovitch cigarettes which 
are now being marketed in the 
London area. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


TELEPHONE RENTALS LTD., 
for Ausien-Johnson Advertising 


Lid 

LIFE AND BEAUTY LTD. new 
West End centre for health foods, 
for Everetts Advertising Ltd. 
Press and PR account for Brew- 
ster Owen and Co.,, Ltd. 

DEO-BAR dcodorant, for Arks 
Publicity Lid. Campaign using 
national daily and Sunday news- 
papers and trade press. 

S. SCHNEIDERS AND SONS 
LTD., manufacturers of Guards 
men's wear, “232” flannels and 
Kados boys’ and youths’ clothing, 
for Napper, Stinton, Woolley Lid. 


Cam 


COBNUT SLICED TOBACCO, 
new Ogden product, using provin- 
cial press. (John Haddon Lid.) 

PIFCO electric shavers, using 
national and provincial press, 
magazines and trade press. 
(National Publicity Co. Ltd.) 

FAMILY FRIGIDAIRE refrigera- 
tor using national daily and Sun- 
day newspapers to announce price 
reductions. (Foote, Cone & Beld- 
ing Ltd.) 

EMU Australian wines, using large 
spaces in national and provincial 
newspapers, magazines and trade 
press for Christmas campaign. 
(Samson Clark & Cao. Ltd.) 

THREE COOKS, using trade press 
to annqunce new custard powder 
mix (Stephens Advertising Service 


Ltd.) 

LOUIS NEWMARK watches, using 
large spaces in national daily and 
Sunday newspapers, provincial 
press, women's magazines, and 
trade press for Christmas cam- 

paign. (Gorings Ltd.) 

sUCAL jewellery, using national 
and provincial newspapers. 
women’s magazines and trade 
press. (Direct.) 

ARCTIC BARLEY WINE, brewed 
by Ind. Coope, using full-colour 
advertisements in national maga- 
zines, featuring gift pack of six 
— (London Press Exchange 


) 

COPYDEX, Do-it-yourself adhesive, 
using national daily and Sunday 
newspapers, women's magazines 
and provincial press to publicise 
Copydex Do-it-yourself competi- 


tion. 4 Macaulay Advertis- 
ing Agency 

QUAKER ouIcK MACARONI, 
using national and trade press to 
advertise their “All-Britain 
Macaroni Contest.” (Edwin 
Wasey & Co., Ltd.) 

BIRD'S complete sponge mix. 
using trade press, and national 
prs later. (Young & Rubicam 


Ad.) 

ELECTRIQUE talc, made by Max 
Factor, using national and Sunday 
press, weekly magazines, provin- 
cial newspapets and trade press 
(Crane Publicity Ltd.) 

KIWI shoe polish, using large 
spaces in national, provincial 
press and trade journals. (Masius 
& Fergusson Ltd.) 

CHILDREN’S MEGGEZONES, 
using women’s magazines, nursing 
ane trade papers. (R. S. Caplin 

d.) 


FOSTER CLARK’S, using half- 
pages in Daily Mirror, Radio 
Times, News Chronicle and other 
large spaces in national, provincial 
and trade press for pre-Christmas 
campaign. (London Press Ex- 
change Ltd.) 

ARGENTA lamps, made by Phil- 
lips, using posters in London 
underground in connection with 
their autumn lighting campaign. 
(Erwin Wasey & ot a d.) 

BIRO pens, usin >. ia 
Daily Express, Fn yim 
large spaces in oiher ee 
newspapers, magazines and 
Radio Times for pre-Christmas 
campaign. (Mather & Crowther 
Lid.) 

LOREAL COLOR-GLO, using 
trade press to announce new hair 
colouring. (A. S. Dixon Ltd.) 

PLYMOUTH GIN, using nationals, 
class magazines and provincial 
press for pre-Christmas campaign. 
(Napper, Stinton, Woolley, Ltd.) 

RED AND WHITE MAR- 
COVITCH using large spaces 
national daily, London evening 
and suburban newspapers, posters 
and films (London Press Exchange 
Lid.). 

ROTHMAN’S using London even- 
ings, national newspapers, and 
Punch (Everetts Advertising Lid.). 

FOUR SQUARE “extra large” 
cigarettes using large spaces in 
Scottish newspapers and filmiet 
(Basil Butler Co., Ltd.). 
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No Oscars for ‘Hard Selling’... 


RECENTLY a well-known advertiser complained when one of his advertisements 
won a prize at an advertising exhibition. He complained because, in terms 
of real selling power, it was the least successful advertisement his agency had 
created for him. 


What does this prove? It proves, once mere, that the proper function of an advertisement 

is to sell— not to win praise from art critics. 8. C. Peacock is an advertising agency that has 
been built round the hard core of this fundamental truth. 

We believe that good advertising is an intangible machine tool for making products 

sell faster. And we are guite happy to leave ‘precious’ advertising to others. 


Advertisers who seek hard selling campaigns and clear thinking should 
see 8. C. Peacock about it. 


S. C. PEACOCK LIMITED [Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/22) REGENT STREET, LONDON, W.1 + REGent 1081 - 18 LLOYD ST., MANCHESTER 2 + DEAnsgate 5691 
21 LEIGH STREET, LIVERPOOL - ROYal 8861 + RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM + CENtral 7705 
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ADVERTISER'S WEEKLY 


Social side of 
IPA conference 


The social side of the con- 
ference included a reception on 
Thursday evening and a dinner- 
dance on Friday. 

Among the dinner guests were 
Eric Clayson, managing director, 
Birmingham Post & Mail Ltd. ; 
J. Guy Presbury, president, Screen 
Advertising Association ; E. 
Lumsden, chairman, joint adver- 
tising committee, NPA & News- 
paper Society; L. W. Needham, 
chairman, advertisement com- 
mittee, NPA; P. G. E. Warbur- 
ton, president, ISBA; W. 
Geoffrey Smith, president, News- 
paper Society ; Claude E. Wallis, 
president, Periodical Proprietors’ 
Association; H. Barrett, presi- 
dent, British Poster Advertisin 
Association ; and W. B. Morrell, 
managing director, Birmingham 
Gazette and Despatch Ltd. 

Delegates’ wives were taken on 
trips to Stratford-upon-Avon, 
Warwick Castle, Bournville and 
the Tibor Fabrics mill. They 
were the guests of the Birming- 
ham Gazette and Despatch Ltd. 
- the Birmingham Post & Mail 

td. 

Delegates and their wives were 
invited to see the production of 
the Sunday Mercury on Saturday 
night. 


NO ADS WITH 


‘BLACK SPOTS’ 


Alfreton (Derbyshire) Road 
Safety Committee has rescinded 
a decision asking Alfreton Urban 
District Council to allow publica- 
tion of a map of the town indicat- 
ing accident “black spots.” Maps 
would have been financed by 
local advertising matter, and sup- 
plied free of charge, and u 
publication the publishing ions 

omised to y £25 to the 

il’s rate fund. 


Leslie W. (Bill) Needham, chairman, 
advertisement committee, News- 
paper Proprietors’ Association, was 
among the guests at the conference 
dinner. He heard the president say: 
“If I should refer especially to our 
guests from the press, it is because 
most of the crumbs that fall to us 
come from these rich men’s tables.” 


NO ‘FUTURE’ 


Future—the industrial magazine 
founded in 1945—discontinues 


publication with its 47th issue | 


which appeared a fortnight ago. 

The management state that 
advertising revenue has not kept 
pace with the rising costs of 
printing and colour reproduction. 

Future, at one time perhaps the 
best-known of the Adprint Group 
of publications, was one of the 
earliest British publishing ventures 
of Wolfgang Foges, managing 
director of Adprint. 

Its story represents a deter- 


mined effort to establish a British | 


industrial magazine of high 
quality and with outstanding 
colour pages comparable with the 
American magazine Fortune. 


®@ Continued from page 67 
Newsprint rule 


had been done by members of 
the PMMTS. 

The PMMTS said the principle 
should be “follow the job,” but 
the other union contended it 
should be “custom of the house.” 

There has been prolonged con- 
troversy since that date, and 
various compromises have been 
arranged, 

The immediate cause of the 
latest trouble was the planned 
departure on holiday of three 
machine managers working on 
the Daily Sketch. The PMMTS 
and Natsopa could not agree 
about their replacements. 

For seven hours on Sunday the 
Ministry of Labour tried to find 
a solution to the deadlock. Sir 
Walter Mofickton, the Minister, 
made a personal appeal to the 
unions to carry on. 

The stoppage spread from the 
Daily Sketch to the other papers 
because of an agreement between 


hits the dailies 


members of the Newspapers | 


Proprietors’ Association, which 


ensures that if one paper cannot | 


be printed, the others will not 
appear. 

The NPA issued a statement 
regretting the inconvenience 
suffered by the public and 
expressing hopes of an early 


settlement. The proprietors of | 


newspapers published outside 
London voluntarily restricted the 
number of copies printed to their 
usual number, under an agree- 


ment intended to safeguard news- | 


paper publishers from gaining 

circulation at one another's 

expense during a trade dispute. 
Few newspapers published out- 


side London were affected, except | 
for the northern and Scottish | 


editions of national morning 
papers and two Kemsiey publica- 


tions, the Daily Dispatch at | 


Manchester and the Daily Record 
and Mail at Glasgow. 


Ocroper 14, 1954 


‘CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display inch. All other 


classifications, 4s. per 
charge, one line plus 9d. covering 


Weekly,”’ 180 Fleet Street, 


pos’ . ete. Series rates on application 
advertisements under seven insertions MUST BE PREPAID. Address ** Advertiser's 
London, E.C.4. CHAneery 8844 (Ex. 25). 


lime, 45s. per display panel inch. Minimam, 3 lines. Box No. 


under appropriate headings. 


Advertiser’s Weekly Classifieds 


As from our issue of October 2!st, Tuesday 10 a.m. will be the 
latest time for accepting classified advertisements to be published 


An unclassified column will be available up to Tuesday, 4 p.m. 


APPOINTMENTS YACANT 


Situations Vacant: “ The engagement of persons answering these advertisements must 
Labour 


be made through a Lecal Office of the Ministry of 


or a Scheduled Employment 


| Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
| unless he or 


she, or the 
Notification of 


employment, 


is ex from the provisions of the 


Vacancies Order 1952.” 


A. W. 


salary required to 


NEWTON LTD. 
Specialists in Outdoor Advertising 


Require a senior executive who is fully conversant with all 
forms of outdoor media, and capable of completely handling 
large campaigns. Progressive post for the right man. Apply 
in own handwriting giving details of past experience and 


R. K. J., A. W. Newton Ltd., 
20, Berkeley Street, W.1 


LONDON COMMERCIAL ART STUDIO 


requires 
the services of a 


CAPABLE MANAGER 


to direct and supervise work for 
technical accounts. Those able to 
combine technical knowledge and 
engineering drawing office ex- 
perience with artistic ability, 
please write in strict confidence 
giving details of age, experience 
and salary required. 


Box 9052 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST 


(young Lady—with a keen eye for 
detail) required by London Pub- 
licity Department of British Insu- 
lated Callender’s Cables Limited. 
Must be capable of producing slick 
layouts to presentation standard 
and some finished art work. 5-day 
week. Congenial conditions. Appli- 
cations to : 
Staff Officer, 
British Insulated Callender’s 
Cables Limited, 

21 Bloomsbury Street, W.C.|. 


WEST END ADVERTISING AGENCY 
require Secretary for their Art Director. 
Must have knowledge of Art Depart- 
ment systems and familiarity with 
types of art work. Slight knowledge 
of shorthand essential. Hours 9.50 


to 5.30. Five-day week. Mayfair 
9181 


SMART GIRL required for the posi- 
tion of Production Chaser, in busy 
printing office, London. Someone 
with experience of typing, contacting 
clients and general knowledge of 
printing State age, particulars of 


experience, salary required 
Box 9076 Ad. Weekly 180 Fleet St BC4 


London, W.C.2, 
| 


Saward, Baker want another 


FIRST-CLASS, VERSATILE 
MALE COPYWRITER 


on important National Accounts, some of which are for 
Technical and semi-Technical products but in the main are 
for personal wear or are of general household interest. If 
you can produce proof of outstanding ability as an advertising 
man and copywriter along these lines, please apply, by letter 
(which will be held in the strictest confidence), giving informa- 
tion as to age, some Accounts for the copywriting for which 
you have been responsible and salary required to The 
Secretary, Saward, Baker & Co. Ltd., 27 Chancery Lane, 
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Octroper 14, 1954 


want a 


ADVERTISER'S WEEKLY 
TRUER | CLASSIFIED ADVERTISEMENTS | XRICIERIEN 
ARTISTS . . 
TYPOGRAPHY — 
keen young (Newcastle Office) require two MARK-UPS— 
more artists in their studio. 
and ability to present these 
in slick finished layouts plus the ired by 
finished artwer Agency-experienced man _ re- 
for press and print work quired immediately for above OLD-ESTABLISHED 
on a variety of interesting A trade Wneieg oes = 
. - : 7. até 10 peapese ots (= partment. Block-ordering ex- 
with opportunities to gain printer and press. perience an advantage. Write, Must be a first-class space- 
and brochure design as men, interesting work and required to 
well as first-class press good working conditions. 
, in our Newcastle studio and applica- Gilbert Advertising Services rospects for right man 
Some Agency experience tions should be addres to: Ltd "s ° P 8 
essential. Pension Scheme. Studio Manager, Stowe & Bowden " 
Write Studio Manager, as strictly confidential 
. Booth Waddicor & Partners Ltd., WEEKLY MAGAZINE requires Stone- ZEC LIMITED, 128 Baker Street, W.1, Box 9087 
Holborn 2827, artist. Pleasant working conditions 
38 PARK STREET, LONDON, W.| BUS ADVERTISING SALESMAN, + pre y good salary to the right man Advertiser's Weekly 180 Fleet St €C4 
ies 
record and full details to Montes. te ephone WELbeck 1876 
Cowan Ad-Service Lid., 175 St. YOUNG MAN, 20, National Service 
KEEPER (20/30) required. Must WELL-KNU-WN Department Store in licity department of well known oil WHEATLAND JOURNALS LTD. re 
have previous knowledge of agency th West London requires services company, Hammersmith area. Write quire a young man with some experi- 
for the right applicant. ive-day opportunity for young man (or | MALE LETTERING ARTIST required selling. An expanding group offers 
week. Write, stating age, experience woman) aged 22-35. Appl i for modern design organisation exceptionally pod prospec ospects for the 
Excellent working conditions. Ring right man 625 fe 
Greenlys Ltd., 9 Berkeley Street, W.1. Bros., Ltd., Richmond, Bae. Studio Manager. MAY 1045 ment 


APPOINTMENTS VACANT 
Stowe & Bowden Ltd. ADVERTISEMENT 
TYPOGRAPHER A first-class all-round artist with ADAPTATIONS 
ability to com high-grade 
—— and feeli work in Space Production De- TRADE JOURNAL 
accounts. This is a position le to odapte: 
wide experience on booklet Top salaries paid to the right giving full details and salary salesman, aged 30-35 
Managing Director re salary and obvious 
advertising mark-ups. Both men will be required to work "s “ +figu wd 
Lid. House, Claremont ications will be treated 
eS eS ae 10 Norfolk St., London W.C.2 Appl 
Sub. for Slough printing works. Ring require an experienced male lettering 
ferably experienced, mobile, ly for Saag by letter, or 
EXPERIENCED LADY Vincent Street, Glasgow, C.2. completed, required to assist in pub- 
accounts Dept. Progressive ition of Layout Artist Progressive Box 9066 Ad. Weekly 180 Fleet St BC4 ence of trade and technical space 
and salary require to Secretary, writing to General Manager, of appoint- 


GEORGE NEWNES LTD. GROUP 
aie ART DIRECTOR 


LETTERING ARTIST 


Fully experienced on all types of creative lettering We are looking for a group Art Director 
who has, by experience of working on con- 
sumer accounts, developed a flair for pro- 
Top-Grate ducing hard selling advertising. The type of 
RETOUCHING ARTIST person who will when necessary, produce 
Non-technical. Experience of figure retouching that extra special design and please’ every- 
for newspaper reproduction essential. body. At the same time he should be flexible 
and work closely with copywriters and 
account executives. 
Both appointments immediate, permanent and pro- This is an important vacancy and on aed 
gressive. Excellent working conditions. Pension atop salary. Write or telephone in the first 
Scheme. ‘5-day Week. Canteen. Write giving instance to the 
details of experience, age and salary to Publicity 
Production Manager, George Newnes, Ltd., Tower 
House, Southampton Street, Strand, London, W.C.2. C. J. Lytle (Advertising) Ltd., 2,3 & 4 Dean St., London, W.1 


TELEPHONE! GERRARO 8646 


ART DIRECTOR 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT & 


ADVERTISING 
ASSISTANT 


An opportunity occurs in the 
Advertising Dept. of a large 
company manufacturing world- 
famous toilet preparations, for 
an Advertising Assistant aged 
24-28. At least 5 years’ experi- 
ence in an Agency or Advertising 
Dept. is desirable, and the suc- 
cessful applicant will be expected 
to assume considerable responsi- 
bility after a reasonable period. 
Creative ability is unnecessary 
but a good knowledge of the 
mechanics of advertising is essen- 
tial, together with outstanding 
organising and administrative 
qualities. The post is pension- 
able and a profit-sharing scheme 
is in existence. Please apply in 
writing, giving full particulars of 
age, experience and present 
salary to the 


Advertising Manager, 
County Laboratories Ltd., 


Honeypot Lane, Stanmore, 
Middlesex. 


A YOUNG WOMAN experienced in 
Studio Administration, —— a feel- 
ing fer art and knowledge of the 
artists and their work, is required 
for an interesting job in London 
agency. Applicants (no beginners, 
please) are invited to write and say 
what they have been doing, what 
they would like to do, and what they 
think they should be paid. Present 
stafl know of this advertisement. 
Box 9091 Ad. Weekly 180 Fleet St EC4 

BLK SCREEN PRINTERS in West 
ondon area require experienced 
Representative Write. in canhdenc, 

, Stating age, experience, connection, if 

| any, and terms required, to Manag- 
ing Director, 

Box 9093 Ad. Weekly 180 Fleet St BC4 


Cc. J. LYTLE 
urgently want 


COPY DETAIL & 
PRODUCTION 
STAFF 


Experienced Production 
men and women needed 
to work in a newly founded 
Traffic Department. 
Generous salaries will be 
paid and we wil! see all 
applicants who have en- 
thusiasm and understand 
the responsibilities entailed 
in this work. 

Please apply in writing 
ceueins 659 end experience 


TRAFFIC MANAGER, 
C. J. Lytle (Advertising) Ltd. 
4, 3 & 4 Dean Street, W.1 


i 
| 
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APPOINTMENTS VACANT 


Situations Vacant ; “‘ The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies 


Order 1952.” 


TYPOGRAPHER 


(Not too senior, not too junior) 
Typographer with at least two years’ agency experience for 
original mark-ups and adaptations on an interesting range of 
consumer and technical accounts. Profit sharing 
pension schemes in operation. Write stating age, experi- 
ence and salary required. Mark your envelope ‘Typographer’. 


s. Cc. 


Maddox House, 215-221 


PEACOCK LTD. 
Regent Street, London, W.1. 


and 


ASSISTANT 
SPACE 
BUYER 


We are looking for a man of 
25 or over, possessing sound 
knowledge in all fields of space 
buying. 

Applicants for this progressive 
position must have had previous 
experience in a similar capacity. 


State age, experience and salary 
required, 


Box 9102 
Advertiser's Weekly 180 Fleet St EC4 


LIAISON OFFICER 
WANTED 


A young man who has completed 
his National Service and has 
since had a few years’ advertising 
experience is required by a 
famous West End store to 
liaise with their Advertising 
Agency. It is desirable that he 
should have had some store 
experience and be conversant 
with artwork, proofs, schedules, 
etc., and general merchandise. 
Agency experience would be an 
additional advantage. 

In the first instance applicants 
are to write giving particulars 
of age, experience and salary 
required to 


Box 9087 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG ASSISTANT required in pub- 


licity department of major film rent- 
ing company. The position calls for 
someone who has had agency or pub- 
licity experience, is capable of creat- 
ing original ideas and copy and doing 
considerable rewriting and ‘‘subbing.’ 
Much of the time the successful appli- 
cant will spend out of the office visit- 
ing contacts on newspapers and 
magazines. The work is hard and 
the hours sometimes may be long but 
the post is interesting and progressive. 
Write in detail, giving past experience, 
age and stati present salary, to 

Box 9077 ‘Ad. Weekly 180 Fleet St EC4 


STILL-LIFE ARTISTS, deft 


ASSISTANT (Lady 20/30) required in 


Voucher Checking 


agency experience essential. 
week. Wat 


Previous 
Five-day 
¢, stating age, experience 
and salary required, to Secretary, 

Box 9094 Ad. Weekly 180 Fleet St BC4 


with the 
airbrush, and Lettering Artists are 
invited to telephone EL 6403 to 
arrange an appointment (evenings if 
desired) in order to see our modern 
soto. = working sontiions and 
iscuss salary and prospects with us. 
Technical Artists Litd., 104-112 
Marylebone Lane, W.1. 


WE REQUIRE URGENTLY 
A TOP LINE 
STILL-LIFE ARTIST 


for highly finished drawings in colour and black and white. 
Used to airbrush work and capable of doing his own lettering 


where necessary. 


WT you fit the above discription, Write, Phone or Call at 


the address below. 


Payment will be just as first class as work required. 


WADHAM ARTISTS, 


Wardrobe Court, I46a, Queen Victoria, St., E.C.4. 
City 1144/5 


CLASSIFIED ADVERTISEMENTS | EXIIISuSRZEnIa 
pe aproinrments VACANT 


| 


Octoser 14, 1954 


RESEARCH 
EXECUTIVE 
wanted by 
PRITCHARD, WOOD 


Owing to promotion we 
have another vacancy for a 
Research Executive in our 
Market Research Depart- 
ment. This is a post carry- 
ing the responsibility for 
research on important 
national advertising ac- 
counts. Practical experience 
in the planning and execu- 
tion of consumer surveys 
and the preparation of 
reports is essential. 


Please write fully and in con- 
fidence stating salary required 
to H. C. Caffin—F. C. 
Pritchard, Wood & Partners 
Ltd., Advertising and Public 
Relations, 25 Savile Row, 
London, W.1. 


A YOUNG COPY DETAIL MAN who 
has been doing the job thoroughly (on 
large national accounts) without 
having ultimate responsibility for the 
—- can find, in a London 
advertising agency, opportunity for 
a step up by writing a letter, giving 
full details of education, experience 
and salary required. Staff know of 
this advertisement. 

Box 9092 Ad. Weekly 180 Fleet St BC4 

EXCELLENT OPPORTUNITY for 
typist to become Secretary to Director 
of Advertising Agency. Shorthand 


not essential. salary and 
asant working conditions. No 
turdays. Write, Townend, Smith 


& Hardy, 15 over Square, 
London, Wa. 


Some 

GOOD 
PRODUCTION 
MEN 


in their early 
twenties 


ARE 
REQUIRED 
BY 
BENSONS 


Write to :—Production Manager, 
S. H. FENGON LTD., 
Kingsway Hall, Kingsway, W.C.2. 
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Octoper 14, 1954 


CLASSIFIED ADVERTISEMENTS 
Bf __APPOINTMENTS VACANT 


APPOINTMENTS VACANT 
ASSISTANT 
TO 
ADVERTISING 
MANAGER 
required 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TYPOGRAPHERS 


Leading London Agency has vacancies 
for capable and efficient staff with 
previous agency experience. Write, 
giving details of experience, age and 
salary required, to :— 

Box 9103 
Advertiser's Weekly 180 Fleet St EC4 


An established London Studio is about to be expanded following 
the acquisition of new premises, and a number of vacancies for 
first-class artists will arise during the next few weeks. The 
following artists are, however, required immediately :— 
LETTERING ARTIST 
with creative ability and knowledge of typography. 
RETOUCHER 
with experience of retouching complex engineering subjects. 
ADMINISTRATIVE ASSISTANT 


with experience of progress control of studio work and knowledge of 
reproduction processes. 


These positions are permanent and carry the benefits of a super- 
annuation scheme, life assurance and 5-day week. 

Applications from general and technical artists of sufficient ability 
will also be considered now for the further vacancies which will 
be arising shortly. 

All applications should be addressed to the General Manager, 
stating age, details of past and present employment (to be treated 
in strict confidence) and salary required. 


Box 9088 
Advertisers’ Weekly, 180 Fieet Street, EC4 


INSIDE CONTACT required by old 
established City trade house. Know 
ledge of typesetting and process re 
quired. Good opportunity for right 
man, Hours of work: 2 pm. to 
approximately 10 p.m. four days « 
week. Write full details, 

Box 9067 Ad. Weekly 180 Fleet St BC4 

RETOUCHING ARTIST required for 

ral work. Must be highly skilled. 

udio off Fleet Street. rite, in 
strict confidence, 

Box 9068 Ad. Weekly 180 Fleet St BC4 


ARTIST 


This growing London Agency 
needs an all round artist to 
assist Art Director, Must be 


by large engineering company 
with offices in central London. 
This is asenior post. Applicants, 
who should be about 35, should 
be good organisers with a sound 
working knowledge of adver- 
tising methods. A flair for 
presentation would be a distinct 
advantage, since the position will 
carry with it a particular re- 
sponsibility for exhibition and 
display work. 

Full details of qualifications and 
experience, including salary re- 
quired, can be sent in strict 
confidence to 


ADVERTISING. Young Layout Artist 


Box 9108 
Advertiser's Weekly 180 Fleet St EC4 


WANTED IMMEDIATELY 


Experienced book-keeper wanted for 
Regent Street offices of national adver- 


and Lettering Artist required for West 

End agency. Write, giving particu- 

lars, including experience, salary, etc., 

to 

Box 9098 Ad. Weckly 180 Pleet St BC4 
ADVERTISEMENT MANAGER with 


capable of finished pencil roughs 
for client presentation, 


Good salary to right man or 
woman, 


tiser with rapidly growing department. 
Advertising experience desirable though 
not essential. Five-day week, canteen, 
good salary for right person. 


Box 9054 
Advertiser's Weekly 180 Fleet St EC4 


Give details of experience and 
salary required (no specimens) to 


Box 9086 
Advertiser's Weekly 180 Fleet St EC4 


initiative, energy and experience in 
selling space, wanted for part-time 
work with art magazine that is expand- 
ing its circulation and increasing its 
appeal. Applications in own writing, 
with full particulars and, if posible, 
a reference, to 

Box 9071 Ad. Weekly 180 Fleet St EC4 


YOUNG WOMAN required to assist 
Publications Designer in large indus- 
trial organisation. Must be capable 
of producing clear roughs, finished 
artwork and be able to cast off and 
mark up copy. Some knowledge of 

inting processes and an aptitude 
| a office routine are desirable. Write, 
siving full details of age, education, 
qualifications, training and experi- 
ence, stating salary required. Original 
testimonials should not be forwarded. 
Closing date November 6, 1954. 
Box 9095 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT REPRESENTA - 
TIVE for two progressive monthly 
trade journals, world-wide circulation. 
Opportunity for man with initiative. 
Salary, commission and 


FEMALE CLERK required for Adver- 
tisement Manager's office to deal 
with classified advert s 
typing and figure work necessary, plus 

neral office duties. Five-day week. 
x 9075 Ad. Weekly 180 Fleet St BC4 

——awe YOUNG MEN who wish 

to make a career in space-selling are 

; expense required by a well-known Fleet Sircet 

aeeeen. oa = details of record, Group of publishers. £7-£8 salary 

Box 9065 Ad. Weekly 180 Fleet St BC4 ~ Bf ee 
A GOOD CHANCE TO LEARN. Pro- Chancery 8844. 


duction Junior required to make him- COMPETENT JUNIOR CLERK (19-22 
self or herself generally useful. either sex) for Accounts Department 
Every encouragement and  oppor- of a well-known agency. Applicants 
tunity to learn all sides of the adver- should be proficient at figures and 
tising ao“ Experience = neces- some knowledge of blockmakers’ 
sary, t keenness essential. Apply accounts would be an advantage. 


in person to Advertising Manager, Box 9105 Ad. Weekly 180 Fleet St BC4 


Pontings, Kensington High St 
WOLVERHAMPTON 
EDUCATION COMMITTEE 
College of Art 


Principal: STANLEY L. WRIGHT 


APPOINTMENT OF HEAD OF 
COMMERCIAL DESIGN 
DEPARTMENT 


Candidates should be experienced 
commercial designers. Agency training 
and teaching experience an advantage. 
The work is closely connected with well 
equipped Printing Department and 
includes Typography, Packaging and 
Display, Technical illustration, Copy 
Writing, Commercial Wustration, 
eeereree and three-year N.D.D. 
r 


SENIOR 


VISUALISER 
FOR 


WADDICORS 


GENERAL & 
POSTER 
ARTIST 


required for large Advertising Contrac- 
tors. He will mainly be required to 
work on design or finished drawings 
for Silk Screen and Litho Posters but he 
should also be capable of undertaking 
general commercial art work. 
Generous salary according to qualifica- 
tions. Write 


Mr. Lambert, 

}. Abrahams & Sons Led., 
22, Princes Gate, Hyde Park, 
Lendon, $.W.7, 
or Phone KEN 3674 


Interesting opportunity fora 
really first-class visualiser, who is capable 
of producing lively work for press and 
print. Must have had at least 5 years’ 
agency experience. 


Write or phone for appointment 
STUDIO MANAGER 
T. BOOTH WADDICOR & PARTNERS LTD 
38 PARK STREET, LONDON, W.1 
Telephone ; GROsvenor 7511 


se. 

Salary £965 x £25 to £1,065 per annum 
(Lecturers’ Scale). Appointment sub- 
ject to Teachers Superannuation Acts. 

Furcher particulars and form of 
application may be obtained by sending 
a stamped addressed foolscap envelope 
to the undersigned to whom completed 
applications should be returned within 
fourteen days of the appearance of this 
advertsement. 

G. W. R. LUNES, 
Director of Education. 
Education Offices, 
| North Screet, Wolverhampton. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTICSING LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 

Advertising, have a versatile sense of 

design, embracing a keen understand- 

ing of lettering and typography and the 

ability to produce finished roughs. 

Please write or phone for appointment 
Tem 6600 


General Manager 
McCANN-ERICKSON 
ADVERTISING LTD. 
Brettenham House, 
Lancaster Place, W.C.2 


BELFAST MORNING PAPER has a 
Applica- 


vacancy for a Sub-Editor. 
tions, giving full details of experience, 
should be addressed to The Editor, 
**Northern Whig,"’ 
marked ‘'Sub-Editor Wanted.” 


MEAS AND LAYOUT MAN required 


immediately, Must be experienced. 
Write w 8S. A. Tilley, Advertising, 
Victoria Chambers, Fir Vale Road, 
Bournemouth 


SILKSCREEN CUTTER OPERATOR 
required for posters, showcards. Able 
to draw from artists’ small scale 
roughs. Used to handlin good, 

Write salary, ex- 

perience, Wilisons Advertising Depart- 
ment, 31 Corsica Street, Highbury 


quick = production 


Corner, N.5. 


Belfast, and 
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APPOINTMENTS VACANT | 


Situations Vacant ; “ The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or » Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies 


CLASSIFIED ADVERTISEMENTS 
fee APPOINTMENTS VACANT 


Order 1952." 


selling ideas. 
Please write : 


WASS, PRITCHARD & CO. LTD. 
LITHOGRAPHIC PRINTERS 


REQUIRE A FIRST-CLASS 
CREATIVE ARTIST 


With at least five years’ all-round Studio experience. 
Versatile enough to produce cut-out and showcard con- 
structions, from dummy form to finished article with sound 


85 Fenchurch Street, London, E.C.3. 


requires a 
Artist, London 


salary. 
Croydon 3930. 


ite or colour, 
all processes. Good 


scope for 
right man 


Full particulars, 


GENERAL ARTIST 
creative printers. 


required 
Opportunity 


salary required, to Phillips, 
Fulham Palace Road, W.6. 


CROYDON ADVERTISING STUDIO 
Half-tone Retouching 
*Phone 


MULTILITH OPERATOR required by 
Stewarts and Lioyds Lid., Birming- 


ham. Pensionable post. Five-day 
week. Canteen. Apply, Secretary's 
Dept., Broad Street Chambers, Bir- 
mingham, | 

FIRST ~ CLASS COMMERCIAL 
FIGURE ARTIST wired in Man- 
chester. Able to work in black and 


Full knowledge of 


Box 9070 Ad. Weekly 180 Fleet St BC4 


by 
to 


build up studio. Write fully, stating 


he’s really 


Brettenham House, 


When a 


Typographer 


gets a job with 


McCann-Erickson 


a typographer 
* 


Call as soon as you ‘can. 
We need another good man for the team. 


Apply General Manager. 
McCann Erickson Advertising Ltd. 


Lancaster Place, W.C.2 


TEMPLE BAR 6600 


ADVERTISEMENT 
REPRESENTATIVE 


Scottish newspaper firm re- 
quires Advertisement Represen- 
tative,age 24-30, for their London 
Office. Scottish Background an 
advantage but not essential. 


Box 9085 
Advertiser's Weekly 180 Fleet St EC4 


LEADING INTERNATIONAL 
ADVERTISING AGENCY require 
clerical assistants, male or female, in 
their London, W.1 offices. Know- 
ledge of typing an advantage. Age 
20-25. Particularly good working 
conditions with nsion. Mainly 
5-day week. Apply by letter, with 
all particulars, to 


Box 9074 Ad. Weekly 180 Fleet St EC4 


A well established popular specialised 
monthly has a vacancy for an experienced 


SPACE REPRESENTATIVE 


with first class agency and other connec- 
tions, Willing to travel outside London 
when necessary. Salary, Commission, 
Expenses. Write for full particulars 


Box 9053 
Advertiser's Weekly 180 Fleet St EC4 


Octoser 14, 1954 


APPOINTMENTS VACANT 


Art 
Buyer 


FOR WEST END 
ADVERTISING 
AGENCY 


This is a new appoint- 
ment and we are looking 
for a person who has a 
thorough experience of 
Art Buying and Studio 
procedure. The capacity 
to assimilate detail and 
produce work on time. 
It is important that he has 
the personality to liaise 
with both group leaders 
and production staff. 
Our own staff are aware 
of this vacancy. 

This is a well paid position 
_ and applicants should write _ 
giving full particulars to 
Box 9057 
Advertiser's Weekly 180 Fleet St C4 


AN EXPERIENCED YOUNG MAN 


required (age about 25) in our pro- 
duction dept. to handle groups of 
accounts, including block ordering, 
maintenance of records, etc. Must be 
reliable and able to work with the 
minimum of supervision. Five-day 
week. Call, Crane Publicity Ltd., 1 
Fitzroy Square, W.1. 


ARTIST VISUALISER required for 
large advertising agency in Glasgow. 
Must have at least three years’ experi- 
ence in an agency or in the advertis- 
ing department of a firm Keen 
imagination for the conception and 
execution of really original advertise- 


ments, Apply in writing only mean- 


time, with no samples, to Rex Pub- 
licity Service Ltd., 87 West Regent 
Street, Glasgow. 


CHAS. BARNETT ARTISTS 


Require additional artists in every de- 

partment including still life, figure, 

furniture, retouching and lettering. 

Apply in writing to :-— 

| & 2 Pemberton Row, London, 
£.C.4. 


LETTERING ARTIST AND DE- 


SIGNER, experienced in small work 
for reproduction. 
Box 8978 Ad. Weekly 180 Pleet St BC4 


INVOICE TYPIST required, previous 


experience of space and block invoic- 
ing necessary. Must be reliable and 
accurate at figures. Five-day week. 
Call, Crane Publicity Ltd., 1 Fitzroy 
Square, Be 


CRC 
need 


a young layout artist 
able to work to a fair 
degree of finish on press 
layouts, colour roughs, etc., 
and to deal with adaptations. 
Write (no specimens) to 


THE STUDIO MANAGER, 
C. R. CASSON LTD., 
6 ALDFORD STREET w.! 


Hugh White Studios 
require 
First-Class Ex zerienced 
LETTERING ARTIST 
Ring LAN 3902 for appointment 


or write 6, Cavendish Square, 
London, W.1. 


‘Phone your Classifieds to CHA 8844 


(Ex 25) 
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APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


Typographers 
Wanted 


A West End Advertising 
Agency who recognises that 
good typography is an essen- 
tial part of well-planned ad- 
vertising will interview all 
applicants who have had 
Agency experience. 

A generous salary wili be 
paid, and the successful per- 
sons will work on an interest- 
ing group of consumer 
accounts. 

Our own staff have been notified 
of these vacancies. 

Write, giving full particulars of 
experience to 


Box 9058 
Advertiser's Weekly 180 Fleet St EC4 


THE HAMWORTHY ENGINEERING 


COMPANY LTD. invite applications 
for immediate appointment of 
Advertising Officer. Successful appli- 
cant will be in charge of company’s 
advertising and blicity. He must 
be suitably qualified and experienced, 
while ability to write technical reports 
would be an advantage. A Pension 
Scheme is in operation as well as 
canteen facilities. Applications will 
be treated as confidential, and 

be addressed to The Sales Director, 
The Hamworthy Engineering Co Ltd., 
New Quay Road, Poole, Dorset. 


ARTISTS 


Busy London Studio requires first class 
men in the following departments :— 
|. Lettering. 2. Still Life. 
3. Figure. 4. Retouching. 
Please write stating experience to :— 


Box 9055 
Advertiser's Weekly 180 Fleet St £C4 


ADVERTISING AND PUBLICITY. 
Old-established Men's Wear House 
requires man to take charge of 
Advertising and Publicity. Able to 
oduce visuals and in some instances 
ished art work. Own canteen. 
Superannuation scheme. Apply, giving 
details of experience, etc., to 
Box 8996 Ad. Weekly 180 Fleet St BC4 
YOUNG ADVERTISEMENT MAN- 
AGER required, London, for two 
ogressive popular monthly Journals. 
Pause have experience and initiative. 
Excellent pr cts for the right man. 
Box 8985 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS | ECQICEEmZEa 
APPOINTMENTS VACANT 


- APPOINTMENTS VACANT 


HER MAJESTY’S COLONIAL SERVICE 


A vacancy exists for an Overseas Features Editor, Information 


Service, Nigeria. 
Qualifications. 


Candidates should be between 33 and 45 years of age with a good 
general education and with at least 10 years journalistic experience 
including illustrated magazine production, feature writing and good 
personal contacts with leading periodicals and newspapers. 


Duties. 


Production of illustrated features and other articles and publi 
of all_kinds about Nigeria for overseas publication 


Terms of Appointment. 


On contract for one tour of 18-24 months in the first instance with 
salary in the scale £1,155 x £44—£1,287 plus overseas allowance of 
£270 per annum. Outfit allowance of £60. Quarters at rental of not 
Free first-class pas: 
wife. & for child 


exceeding 10% of basic salary. 


and informati 


for officer and 


7 days for each completed month of resident service. 
A in writing to the Director of Recruitment, Colonial 
S.W.1, giving briefly ar A Ry 
num! D 148 


Great Street, London, 
experience. Mention the reference 


"S passages. ve at rate of 


ber (BC (14/03). 


ARTHUR $. DIXON LTD. 
require experienced 


PRODUCTION 
ASSISTANT 


must be accustomed to working on 
national secounts, block ordering and 
keeping accurate records. Five day 
week, staff pension and profit sharing 
schemes. Write, giving full details of 
experience and salary required to 


ARTHUR S. DIXON LTD. 
229 High Holborn, W.C.1 


WOMAN REPRESENTATIVE wanted 


by well-established woman's maga- 
zine, published im Scotland (A.B.C. 
circulation), to cover Northern 
England on commission basis. 

Box 8988 Ad. Weekly 180 Fleet St EC4 


Experienced 


DISPLAY & EXHIBITION DESIGNER 
required 

High Scandard of Design, Presentation— 

and Working Drawings and Lettering. 

Please write in detail. 


Box 9089 
Advertiser's Weekly 180 Fleet St EC/ 


AMBITIOUS YOUNG MAN 


ARTIST REQUIRED, W.C.1 area, to 


work with Publishing House. Must 
be able to produce competent tech- 
nical line drawings, general illustra- 
tions, photo re-touching, and also bave 
a knowledge of type faces. 

Box 9026 Ad. Weekly 180 Pleet St BC4 
(about 
letterpress colour 
ee Versatile, enthusiastic, pre- 
erably with knowledge of re. 
Write full details to Cockayne Co. 
Lid., 268 Waterloo Road, §.E.1. 


25) for office of 


TWO PRODUCTION MEN 
REQUIRED 


They must be capable of keeping 
accurate schedules on a number 
of important accounts and or- 
dering process blocks, type- 
setting, etc. Agency experience 
essential. Write giving full 
particulars of past experience and 
salary required to 


Box 9104 
Advertiser's Weekly 180 Fleet St EC4 


WEST END STORE 
ADVERTISING 


Young man (probably 23-25) 
able to create and produce sei- 
ling merchandise advertisements 
right through to the finished job. 
Opportunity for excellent ex- 
perience in a friendly depart- 
ment. Present staff know of this 
advertisement. Write in con- 
fidence to 


Box 9056 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING AGENCY requires 


Required 
EXPERIENCED 
GENERAL ARTIST 


with flair for high-class 
constructional Showcards and 
Cut-outs. 
Write or ‘phone: 


Advertising Di Led. 
46 Charlotte pocon w.i. 


LANgham 5351-2. 


young woman for Production De - 

ment Some previous experience 

essential. Write, stating age, experi- 

ence and salary wired, to Norman 

Davis Lid., 46 Great Marlborough 
rect, W.1 


LAYOUT ARTIST required for London 
Trade Journals. Write, stating 
experience and salary expected, to 
Box 9027 Ad. Weekly 180 Fleet St BC4 

required for 
Appl Studio 
Golden Saewe, wi. G 

ENTHUSIASTIC MAN 
London A for its large and 
important Print Department Ver- 
satile and meticulous. To assist in 
gos checking, pasting-up and other 

¢ duties. An intimate knows 
of production is essential. 

a is sp and carries 
it pension « life assur 
benefits. Write fully, statin — 
experience and salary required, to 
Box 9025 Ad. Weekly 180 Fleet St EC4 


required by 


Advertising agencies demand 
FIRST CLASS 
RETOUCHING 


STUDIO BRIGGS have 
vacancies for artists capable of 
carrying out this work in black 
and white and colour, 


Phone for appointment. 
MUS 8434. 


AN IMPORTANT JOB with an important 
salary for the man with the right qualifications 
and background. 


ALFRED BATES & SON LTD 


have a vacancy for a 


SENIOR 
COPYWRITER 


—a man who can write convincing selling copy 
without wasting words. One who is conversant 
with marketing trends—and experienced enough 
to visualise a whole campaign, 
ideas, and tenacious enough to put his ideas 
into action with the co-operation of an -enthu- 
siastic creative group. This is an ideal position 
for a man who prefers to be an individualist 
rather than a cog in a too-big machine. 


Apply in writing to CREATIVE MANAGER 


ALFRED BATES & SON LTD 
130 FLEET STREET, E.C.4 


A man with 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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MEXICAN | CLASSIFIED ADVERTISEMENTS 
HADDONS RETOUCHING 


ay 1 * The engagement of persons answering a must 

istant Accoun made throw Lecal Office of the M f Labour or a Se m ployment 

require an Assistant es Agency if the I r ba am aged 18-64 taclasive pox woman aged 18-59 inclusive ARTISTS 
Executive, 20-23 years of age, ealen be er she, or the employment, is excepted from the provisions of the 

who has had some experience Notification of Vacancies Order 1952. First-class Men required for 


in advertising either on the London Studio. Applicants with 


re oa aaa ial PRODUCTION ASSISTANT coe Cages ae 


preferred but not essential. Top 


Siena Oledenee LARGE NATIONAL ADVERTISER, marketing salary and ideal conditions. Hours 
John Haddon & Co Led a wide range of both consumer and industrial 9-5.30 p.m., Monday to Friday. 
1 Salisbury Square, London,W.| products has vacancy for a production assistant— Write fully : 
emai with good technical knowledge of printing and oes 6788 
eneral production work — between the ages of Advertiser's Weekly 180 Fleet St €¢4 
A YOUNG LADY Shorthand-ty 0 and 30. 


wanted a5 Assistant in “Copy” 


s sas ata OTOGRAPHIC DEALERS = seck 
partment Technica ‘monthly Apply ‘ Excellent working conditions and amenities, ee Tie Ticket writing, 2) 
ui ress Lt ictoria i i Showcard production, (3) Advertising 
Street. S.W.1 (ABB. 1121) ag including pension scheme. ideas and feyouts, (4) Leaflet prepara- 
tieulars of experience . o P ° tion. An attractive job for a ie ore 
required Please write fully, giving details of experience, person. Dixons, Buckingham Rosd, 
: : gware, Middlesex 
YOUNG ARTIST and stating salary required. FIRST-CLASS LETTERING ARTIST 
As assistant to Art Director. Layout, Box 8931 ~ mae . 
ideas, etc., in London agency. Please Box $797 Ad. Weekly 180 Fleet St BC4 
phone or write to Advertiser's Weekly 180 Fleet St EC4 ACCOUNTS DEPARTMENT of 
H. W. NEEDHAM, medium - sized developing reeney 
requires experienced book-keeper. 
ne CONSULTANTS LTD. PUBLICITY CLERK required by | COMMERCIAL ARTIST, with good Good prospects. Write fully, in 
2 mmark St., W.C.2, Export Division of leading manufac- all-round experience, required for confidence, stating Ra salary, etc., 
EMple Bar 7962 turers. Must be intelligent, able to Studio in Manchester. Five-day week. to Managing Direc 
w . ry express himself on paper and have Ideal conditions and equipment. Give Box 8991 Ad. Weekly 1 180 Fleet St BC4 
ANTED. V for some flair for visualising and lay-out. full details of experience and salary 
Advertising Agency, mainly concerned Interest in selling, photography, com- required, in strict confidence 
~_ Ley + Advertising and mercial art and/or journalism advan- Box 918 Ad. Weekly 180 Fleet St EC4 T 
Ceinca, APplicants need not be | tageous. Age 24-30. Reply to LEADING DEALER - SERVICE ARTISTS 
of a FT Box 9008 Ad. Weekly 180 Fleet St EC4 | ORGANISATION requires enterpris- , 
sonable experience, ; ing Sales Promoti E Good commercial men work freelance 
a good educational background. YOUNG MAN, S ~ mecutive to Ri 
) pros. Only th h Service, to join sales maf Oot oo develop enquiries for window display —earn four figure salaries plus FREE 
ong Neti 4 ose having C ecial Ast Studio. Previous campaigns on behalf of National desk space, phone, etc. Basic weekly 
completed ae a (or experience an advantage. Write {uil advertisers. Applicant must be man salary, holidays with pay—work pro- 
. oe yp a par- iculars of ideas and ambition and able to vided |! 
— 9017 "Ae Weekly 180 Flest'S E ECA 8994 ‘Ad. Weekly 180 Fleet St BC4 | tae ly so no Compre- Phone : CENtral 637! 
Box 9049 Ad. Weekly 180 Fleet St BC4 


OFFICE GIRL required (under 17) for 
filing. post and general office routine. 


JUNIOR ARTIST Five-day week. “Call Crane Publicty 


Ltd., Adam House, | Fitzroy Square, 


W.i. 
To lin e required ooss VERSATILE ARTIST required 
. in pleasant light Studio of leading 
Phone: CENtral 8371 London Engraving House for Letter- 


ing, line and F .— .. studio work. 
Good wages an rey oy assured. 
Box 9002 Ad. Wee’ y 180 Pleet St BC4 
EXPERIENCED LETTERING ARTIST, 
able to produce roughs and finished 


wc" nacre Renda "Caee || SPACE SALESMEN 


FIRST-CLASS Lettering and Layout Count your blessings—and your travel- 


Top line Arties required io well-entabliched ling expenses. Earn £25—430 com- 
studio. G. 


Williams mission weekly on established media 
sfetete) ri ind ss “Hatton Garden, near London. 


REPRESENTATIVE fequired for Com- PHONE: PADDINGTON 1623 

Cc Oo o Yw R i] T E ke mercial Art Studio in Central London. 
Must be fully experienced in this or 
allied trade. Write full particulars to YOUNG EXPERIENCED ARTIST re- 


Box 8995 Ad. Weekly 180 Fleet St BC4 
oie b peckeging pm. Five-day 
GENERAL ARTIST required, able to | a a.m.-5 p.m. Canteen 


execute -— =e, Roughs Con on premises. i by Saw, os 
To work together Won "Splendid opportunity for sd- required, 00 “Cashier, Mono ‘Cou- 
vancement. Write for a ae to tainers Limited, Cumberland Avenue, 
Box 8954 Ad. Weekly 1 eet St BC4 Park Royal, London, W.10. 
Both must be first class creative men with previous agency PROGRESS, 
experience. They must be capable of producing original Sruaadinns gad & che Coewe, 
for a first-class 
ideas and good sound copy for a wide variety of National LAYOUT MAN 
and Technical accounts. Write fully, in confidence, to There is an opening in a medium-sized London Agency for a young man, 


preferably under 30, who has worked successfully for a few years on national 
consumer advertising. He has a strong sense of design and more than a 

smattering of knowledge of typography. He will find that the people he 
Box 9101 works with are interesting—because they are interested in top-quality work. 
Advertiser's staff know of this advertisement. Please write (no specimens 


in first instance) giving details of age, training, experience and salary required, 
Advertiser's Weekly 180 Fleet Street EC4 Box 9100 


Advertiser's Weekly 180 Fleet Street EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Octoper 14, 1954 ii ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


SPACE REPRESENTATIVES. Pub- 


TANTRIC APPOINTMENTS WANTED MB BUSINESS OPPORTUNITIES COLOUR 


experienced representatives in 


North Country and Midlands. Re- . , 
muneration about £900-£1,200, with + ate » SMALL wo RK 
excellent scope for advancement. . ome. ‘Interests of industrial 


y “ and technical advertisers handled Exquisitely produced 

Write Sting Ags. experiences, SM bee PUBLICITY efficiently ond esencenically by — 

Box 9028 Ad. Weekly 180 Fleet St ' of experienced advertising men. Press, ARNOTT PRODUCTIONS 
DER A ES pe — MANAGER point, display, etc. Write for full SUN ST., HITCHIN. Tei, 300 

JRE etails to . . 

additional Medical Writer (male) in Box 9084 Ad. Weekly 180 Ficet Si BC4 
their London office, able to prepare with original approach desires - 

copy and. advertising campeigns | | change. Wide experience all | | EXPERIENCED SPACE SALESMAN, | sevice 7Q PRINT BUYERS ! 


vec > : seeks similar 
oe soe Bh Ak, ms _—. forms publicity. First - class _ sition. Highest references Our facilities in typesetting, letterpress 


- 33 Ad. Weekly 180 Fleet St BC4 machining, binding end direct mailing, 
seas. Applicants should enjoy clear selling ideas. Wide experience AE 
English prose and be able to write national Press schemes, ART TERRY O'BRIEN, well-known Script I by ay- =. your 
order: should have read nd PRINT BUYING Display and Songwriter, Writer of many - 
to satisfy an omnivorous an . * ‘ famous sketches, including the late LINCOLNSHIRE CHRONICLE 
curiosity; should be able to put Direct Mail. Pleasing per- Sid Field's snooker sketch and son General Printing House 
broad principles into practice in sonality. Capital available. Christmas All Over the World,” Waterside North, Lincoln 
sometimes tedious detail ; and should LONDON area invites offers for his services for com- Telephone ; Lincoln 666 
enjoy solving a continually changing , mercial T.V. Address Tin Pan 
diversity of problems. Agency experi- Alley Club, Denmark Street, W.C.2 


ence or a knowledge of Medicine or | Box 9059 4,000 names and addresses of expectant 
Pharmacy is not necessarily an advan- | Advertiser's Weekly 180 Fleet St £04 mothers are obtained every month, SALES AND WANTS 
tage Applicants should have com- through i by 


national advertising, 


leted their period of National Service | Superfit (Maternity) Gowns Ltd 

ond probably should possess a univer- | SCOTLAND. Senior ou ~~ - These are available at reasonable ANIMATED CHRISTMAS GROTTO 

sity degree. Apply, giving age and sentative vee group © ~ No. 2 "8. rates to others, whose business is not £100 FOR QUICK SALE (NO OFFERS) 

full details of educational background | core desires a ¢ 2° ‘Gi competitive, but who are interested c 6 besutiiel ol 4 

and previous experience, if any, to A, lil Union egy A in marketing to this field. For further omprising yes y coloure 

Box 9064 Ad. Weekly 180 Fleet St EC4 | THERE must be an opening somewhere details apply to The M.D. Superfit + ny Tt SS 
ARTIST/TICKET WRITER for depart- for a young woman graduate with M.G., Newman Street, W.1 Rete Oe ee re ete 

ment store. Able to do show cards 2 years’ experience in y= 4 and | REPRESENTATION REQUIRED in Manager 

and backgrounds for modern display | ™asazine publishing, who w ee both London end Provinces, by . Box 9062 

department. Write, giving details of at ed to advertising of public established studios and/or art agents ‘ 

pest experience, age, etc., to Personnel | . ——. Weekly 180 Fleet & BC4 for quality lettering service. Exchange Advertiser's Weekly 180 Fleet St EC4 

irector, Bealesons, Bournemouth. | ons Ad. Weekly a details, in strict confidence, with 4 SRAPH FRAMES for sale 

LEADING CINEMA ADVERTISING 7 Headline Lettering Service, Moreton, wwe - a, vend rr os 

COMPANY requires quick-witted IF YOU'VE THE JOB Wirral, Cheshire +) rect oe ieee Ep — . 

young man for training as Progress for a widely experienced advertising ROTAPRINT R.K.L. capacity avail- attenne , we 

Clerk on film oo? Salary and publicity manager (40) of large able. Good work at reasonable prices WANTED, Acrograph Air Compressor, 

£8-£9 per week. Write t engineering organisation looking for and prom The Maydew Ty ACA.1 in ood condition. 
Box 9072 Ad. Weekly 180 Fleet St BC4 something better in the 4-figure salary Press. 71 Vietnet Road, Brighton ers) 6to Reig ai liter Letd., 


class in industry, Agency or Business MAGAZINE PUBLISHERS. Weil. Golden Square 


AGENCY PRODUCTION MANAGER Box 906! capes ~ a monthly. All ACCOMMODATION 


(33) seeks position with London Advertiser's Weekly 180 Fleet Sc EC4 facilities available for first-class service ——, 


hrough London office 
agency or manufacturer. WANTED. 6 ; t r+ Attractive self-contained furnished 
+ by lady with experience, Box 8989 Ad. Weekly 180 Pleet St BC4 
Box 9073 Ad. Weekly 180 Fleet St BC4 ition ith advertising agency | room 


GENERAL ARTIST ders he would | ” i 
be useful in aie ae Game, “Post- eg A 4 and ———s OVERLOOKING SOHO SQUARE 
war agency experience, interviewing Box 9109 Ad. Weekly 180 Fleet St BC4 FREE LANCE SERVICES Suit team of 3-—Commercial Artists 


clients, rough and finished art for Pry °° 
Press and magazine. Knowledge of HAND es SECRETARIES 
typography, 7 - processes, show- availabie. Ww. igmore Agency, 67 | MAPS are our speciality. The Langnore Box 9063 
cards, window displa Wigmore St.. ! jer 9951/2/3 Service, Compilers of Maps and P x 
Box 9111 Ad Weekly. 180 Fleet St BC4 | FILM TECHNICIAN (G2), with wide Diagrams, 118 Old Christchurch Road. Advertiser's Weekly 180 Fleet St EC4 
range of production experience, wishes Bournemouth. (B'mouth 5226.) — 
SCOPE to find administrative position with | SALES LETTERS, Booklets, written to STUDIO ACCOMMODATION near 
Required by Artist with experience in prospects. Good education,  per- order. Most subjects. Satisfaction or Tottenham | ¢ roy — . oseeem, 
Exhibition design, Brochure, Poster wg Ay cppeeranss no fee. Details: F. V. Giles, 6 St heating, Telow “ls a 
and Press advertising. At present - Ad, Weekly 180 Pleet St EC4 Paul's Road, Barking. Essex are clephone . . = 7 
employed as fettered Art Director with TOP Art Director and Designer, handi- | gigas ? Layouts, Artwork, Production west END ACCOMMODATION 
Technical Agency. Full use of own | | img National Consumer Accounts, ' rg offered to free-lance commercial 
teeth important. Free lance commis- | | Wishes to change. Used to copy Box 8966 Ad. Weekly 180 Fleet St BC4 artists Reasonable rent Please 
supervision. Sparks basic campaigns. : phone Hyde Park 9622 
Thinks saleswise. LAYOUT ARTIST (Ex. Fig.) specialises = srupigo ACCOMMODATION near 
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ADVERTISING EXECUTIVE requires Bos 4349 Ad. Weekly 190 secs | artist. Apply 

NEWS. ... NEWS. ... NEWS. appointment with scope for initiative , y Fleet : Box 9069 Ad. Weekly 180 Pleet St BC4 
Are you getting maximum publicity and ability. Extensive experience in | MANUFACTURERS of portable Garden 
in your trade, national and provincial all branches y publicity, public rela- — — — —— COURSES 

cs. w ’ . tions, press liaison, oduction, etc. nationally, require expert copy writ- 
_ ; oS a Hy nny Available at once. ‘Phone: STReat- ing and lay-out service for promotional 
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oS wes? euneuease sil soe ham 0785 or write literature, etc, Confidence strictly 


newspaper production, will dit | Box 9110 Ad. Weekly 180 Fleet St BC4 observed. aa 
ig oo ow 0 aa. wos wo ron ss nce | ALA. THIRTY GUINEA 


blicity in news-picture stories, TOP-FLIGHT LETTERING ARTIST 

eatures, gossip, etc., from all angles. MISCELLANEOUS seeks free-lance work, London area AWARD goes to LCS. 

Advertiser (a news editor) with Box 9041 Ad. Weekly 180 Fleet St BC4 Stud t ’ 

Bapdreds of comnts in US and Eire, YOUNG JOURNALIST - PUBLICIST en * In the May 1954 
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ment Heads with sound experi- AND AUTHORS Box 9082 Ad. Weekly 180 Fleet St EC4 | | by 1.C.S, Studen’s were : 
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55/- (overseas) 


STOP PRESS 


A surv ey of the Greater _macuuaTos MEDAL 
London area shows that the 


MANCHESTER GUARDIAN 


2 
Lt 


ey 


is about the only morning 


bse 


newspaper read at all. 


The Survey covered all income groups, 
all age groups, both sexes and several 
beauty conscious women. It is perhaps 
fortunate that it was carried out on the 
morning of Monday October 11th 1954. 


Seriously, with so many surveys 
from which to choose, you might 


enjoy glancing at CHOOSE YOUR 
OWN SURVEY a comparison of bao 


quality newspaper rates. avs" wathet Tadasey® Some 


| 20,000 buyers visited the Fair. 


| National campaign booked by 
MecCann-Erickson for new Revion 


It will be published = reer 
on Monday October 18th. 
Rupert Curtis Ltd. 


| Big campaign planned for Holland 
| Ease’ ake esege cher a 
If you'd like a copy, send us a postcard. “Mationale and leading northern pro 


vincial newspapers. Agents : Forbes 
Keir Lid. (Liverpool). 


Miss Mary Cran, of “Courier,” 
died suddenly on Tuesday. 
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Oughton. Presentation will be made a 
at the annual dinner of the | | ‘- 
tising Association on Novem = 
Citation will appear in the annual — 
report. Last Fig Medal i on 
was awarded to G. R. Pope. mi an 
Joint meeting to take place - 7 
tween Natsopa, the PMMTS, 5 4a 
NPA and management of the oe - 
Sketch” to discuss manning f 
“Sketch” machines, disput es 
| which caused stoppage of M ck a 
| nationals and London evenings. > aa 
, | J. M, Judd, general manager r= 
“Daily Herald,” appointed generai . 
manager, sales promotion and ser- z 
He succeeds Jerome Chester, who ig x 
died last —_ J. A. Duncan oe ; 
Campbell assistant general — F 
| manager, ry stm Herald.” q a 
T. Fife Clark is succeeding Sir _ 
Robert Fraser as director general, ; 
Central Office of Information. He y 
continues to act as adviser on —- 
Roswunnns public ae 2 
P.R. is to be Alfred Richardson, ‘i 
chief press officer, Colonial Office. — 4 
NEW ISMA CHAIRMAN “ae 
Cyril Derry, chairman and ma at on 
| ing director, Ambrose Wilson Ltd, * ae 
mail order house, will become g 4 
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